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Rough Proofs 


“He’s tall, dark and owns a Ford 
y-8,” the poster which pictures two 
lovely ladies abed, won first prize 
in the outdoor art exhibit. When 
Henry decides to use sex appeal, he 
shows the boys just how to do it. 


ee Oe 


The National Association of Ice 
Industries is looking for the hand- 
somest iceman, who will be sent to 
Hollywood for a screen test. But 
wouldn’t it be a mistake to run the 
risk of losing out to Frigidaire while 
he’s gone? 

7, Vt 


“As Caprokol hexylresorcinol is 
an organic phenolic compound,” 
says Sharp & Dohme, pausing for 
breath, “the use of Sucrets troches 
is contraindicated in those few in- 
dividuals who may show an idiosyn- 
crasy.” 

Don’t say they didn’t warn you. 


,  F 


Judging by the explosive qualities 
of that Polish ham introduced in the 
Good Housekeeping hearing by the 
FTC, the Poles should have kept it 
at home for use on the advancing 
Blitzkriegers. 

vg¥$ee?’ 


A Cleveland scout reports a Ninth 
street optician who displays the 
sign, “Occulists’ Prescriptions 
Filled.”. Well, you can hardly blame 
him for putting that extra empha- 
sis on the “c.” 


7,0 F 


One thing that it’s pretty hard to 
figure out is why sign companies are 
so averse to employing painters who 
have even a nodding acquaintance 
with the dictionary. 
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A big city newspaper celebrating 
its centennial talks cheerily of its 
365,000 yesterdays. Let’s see, that 
would have started the editor chew- 
ing his pencil about 500 years be- 
fore Columbus discovered America, 
wouldn’t it? 

vgf+sey’ 


_ Publishers who look at the ris- 
ing linage curve are inclined to 
believe that the plan of having two 
Thanksgivings this year isn’t such a 
bad idea after all. 
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With so many car builders dis- 
playing their latest products with 
the aid of feminine pulchritude, it’s 
hard to tell whether the crowd at 
the show is more interested in the 


moc 


dels or the new models. 
y,vrY 


It’s a good thing for the promoters 
the ham ’n’ egg plans in California 
and Ohio were turned down by the 
Voter One good victory and 


‘hey'd be out of a job. 
v,vrr 


“Radio code 
Lawrence Says.” 
t the same thing has been re- 
ed from time to time about the 
mmandments. 


is full of pitfalls, 
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One well advertised product 

1 is rapidly gaining consumer 

Plance after having had initial 

ilties in obtaining distribution 
’ Bill DeCorrevont. 
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Advertisers Ask 
Representation at 
Hearst Hearings 


Famous Names Parade 
Continues as Case En- 
ters Second Week 


New York, Nov. 9.—The atten- 
tiveness with which national adver- 
tisers are viewing developments in 
the current Federal Trade Commis- 
sion hearings against Good House- 
keeping was demonstrated at to- 
day’s session when it was disclosed 
that 30 manufacturers have asked 
that they be informed in advance 
when testimony will concern their 
products in order that they may 
have representatives present. 

I. W. Digges, counsel for Hearst 
Magazines, Inc., the respondent, re- 
vealed the requests he has received 
from Good Housekeeping advertis- 
ers and urged that such parties to 
the proceedings be given some ad- 
vance warning of the Commis- 
sion’s plans. 

James L. Fort, FTC counsel, of- 
fered to make such _ information 
available to any manufacturer who 
writes him, although he pointed out 
that it is impossible for him to fore- 
tell exactly when a particular prod- 
uct or its advertising will be intro- 
duced at the hearings. 

Advertising names which played 
a part in the abbreviated proceed- 
ings this week included Libby, Mc- 
Neill & Libby, Lehn & Fink Products 
Corporation, Daggett & Ramsdell, 

(Continued on Page 6) 


Dealers’ Chief 
Seeks Fair Trade 
On Auto Sales 


Chicago, Nov. 9.—Stabilization of 
the automobile industry through 
enforcement of minimum new car 
prices under state fair trade acts 
was advocated here today by Stan- 
ley Horner, president of the Na- 
tional Automobile Dealers Associa- 
tion. 

Mr. Horner addressed the Amer- 
ican Finance Conference, a group of 
independent auto financing com- 
panies. Other reports of the Con- 
ference appear on Page 34. 

He emphasized that the close re- 
lationship between dealers and 
finance companies made the price 
problem applicable to both groups. 
He cited the model contract re- 
cently prepared by the NADA as a 
“milestone of progress in automo- 
bile retailing.” 

This contract, he said, would cre- 
ate an inter-dependent relationship 
between dealers and manufactur- 
ers, rather than domination of one 
by the other. 

He criticised auto manufacturers 
for attempting to oversell their 

(Continued on Page 34) 
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AnTUmcing 
ECONO -WAY 


a sensational new method of 
home milk delivery that 


SAVES YOU 1% 


Advertising Facts 
for Directors Held 
Vital for Industry 


~ Management Misunde 
stands Agencies’ Func- 
tions, Klein Asserts 


New York,’ Nov. 9.—Inadequate 
representation of sales and adver- 
tising viewpoint in the directorates 
of many companies hampers the 
profitable distribution of goods, ac- 
cording to Dr. Julius Klein, Wash- 
ington business consultant and for- 
mer Assistant Secretary of Com- 
merce. 


Boom Is Temporary 


This condition, Dr. Klein told 
the New York chapter of the 
American Marketing Association 


today, is not apparent now because 
a temporary sellers’ market has 
been created by the war boom. A 
sudden cessation of the war, how- 
ever, would intensify marketing 
problems and require adjustments 
due to increased production facili- 
ties that would be greater than 
those accompanying the conclusion 
of the world war. 

Dr. Klein charged that the pre- 

(Continued on Page 36) 


DISTRIBUTION PROGRESS KEYS DRIVE 


SHEFFIELD FARMS SAVES YoU “3 ¢ 
ON HOME DELIVERED MILK 
THIS NEW WAY / 


wr You Savi monty 
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SHEFFIELD FARMS 


New Container 
Aids N. Y. Dairies 


to Slash Prices 


New York, Nov. 10.—Exemplify- 
ing the traditional resourcefulness 
of the American business man in 
finding short cuts in production 
and distribution, major milk com- 

anies this week Climaxed years of 
research by beginning the task of 
selling the public on the use of 
two-quart containers which will 
eliminate 50 per cent of their de- 
liveries and reduce retail prices. 

Borden’s Farm Products Com- 
pany and Sheffield Farms Company 
used full page copy im newspapers 
to describe the new paper contain- 
ers and to urge the public to adopt 
the new unit in buying milk. The 
advertising promised a_ reduction 
in price of 1% cents per quart to 
13% cents for grade B milk and 
16% cents for grade A. Two other 
dairies have also adopted the new 
container, developed by American 
Can Company. 


Troubles of Dairies 


Milk, one of the necessities of 
life, has been one of the favorite 
examples of business critics in 
demonstrating the “inefficiency” and 
“profiteering” of modern industry. 
The huge spread between the price 
paid the producer and that charged 
the consumer has been frequently 
cited to substantiate the allegation 

(Continued on Page 33) 


New York, Nov. 10.—McKesson 
K. Ellis & Co. to handle the Calox 


creams and Soretone liniment. 


count. The work will be directed 
York office planned at present. 


San Francisco, Calif., Nov. 


today that a continuous radio aud 


lished in the radio field. 


Last Minute News Flashes 
McKesson & Robbins Picks Two Agencies 


& Robbins, Inc., has named Sherman 
tooth powder portion of its account, 


and J. B. Tarcher & Co. to direct advertising for Albolene Solid, Yodora 
The appointments become effective Jan. 
1. Bowman & Columbia will continue as agency for the liquor division. 


Livingston Gets Nestle’s Account 
New York, Nov. 10.—Nestle’s Milk Products, Inc., has appointed Leon 
Livingston Advertising Agency, San Francisco, to handle its entire ac- 


from the West Coast, with no New 


Pacific Coast Gets Radio Audience Survey 


10.—Following conferences among 


agency executives and network and station officials at the recent Four 
A’s convention and in later conferences, announcement was made here 


ience survey service for the Pacific 


Coast would be established immediately. C. E. Hooper, Inc., New York, 
was chosen to conduct the survey, in which the coincidental method 
will be used. This is the first separate sectional service thus far estab- 


Enlistment of Legislative Aid 
eighed by Consumer Groups 


Hope for Business Co- 
operation May Die, 
Montgomery Warns 


Washington, D. C., Nov. 10. — 
Eventual attainment of the chief 
objectives of organized consumers 
groups will probably necessitate 
legislative action by the govern- 
ment, in the opinion of Donald 
Montgomery, Consumers’ Counsel 
of the Agricultural Adjustment Ad- 
ministration, who is generally con- 
sidered one of the staunchest sup- 
porters of consumer activity in 
Washington circles. 

Discussing the consumer problem 
in an interview with ADVERTISING 
AGE here this week, Mr. Montgom- 
ery asserted that consumer leaders 
are trying to achieve their aims 
through cooperation with business, 
but if and when they decide that 
business is disinclined to meet them 
half way they will turn to Congress 
and state legislatures for statutory 
aid. 


Cites Need For Enforcement 


He suggested, for example, that 
as a result of consumer-business 
cooperation manufacturers them- 
selves may decide to standardize 
their products so that when.a.com.- 
modity is marked for quality and 
size the consumer will know what 
he is getting. However, he added, 
there may be some manufacturers 
who will mark their products ac- 
cording to the standards while tests 
may prove they do not meet the 
standard. 

“In such a case,” he ; observed, 
“what good would the standards be 
if there were nobody to enforce 
them? 

“Whether manufacturers them- 
selves formulate’ standards. or 
whether the government sets the 
standards is immaterial, so long as 
there is an agreement in the vari- 
ous industries as to what the stand- 
ards are. Then perhaps the Federal 

(Continued on Page 35) 


Liquor Sales Will 
Set Holiday Peak, 


National Believes 


New York, Nov. 10.—National 
Distillers Corporation today out- 
lined its advertising and promotion 
plans for a holiday season which 
company Officials believe will pro- 
duce the heaviest sales since repeal. 
Plentiful stocks, lower prices and a 
healthy advertising schedule were 
cited as major factors responsible 
for this view. 

Color spreads in national maga- 
zines, featuring National’s well 
publicized slogan, “America’s Four- 
Most Whiskies,” head up the pro- 
gram. These four brands—Old 
Grand-dad, Old Taylor, Old Over- 
holt and Mount Vernon—are also 
being advertised in newspapers of 
key markets. 

Two-color copy in eight national 
magazines is planned for Old Crow 
rye and bourbon. Gilbey’s gin 
draws full color pages in maga- 
zines, while similar’ color copy is 
planned for Old Angus Scotch and 
Lanson champagne. Other brands 
will also gain the backing of in- 
dividual drives. Outdoor and car 
card advertising will supplement 
the magazine and newspaper copy. 
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Campaign Against — 
‘Oversize’ Cartons 
Launched by U. S. 


Nationally Advertised 
Tooth Pastes Seized by 
Drug Authorities 


Washington, D. C., Nov. 9.—Act- 
ing under one of the shortest and 
simplest provisions of the 1938 
amendment to the federal food, 
drug and cosmetic act, the Food and 
Drug Administration this week be- 
gan the seizure of tooth paste, 
7 ' shaving cream and other packaged 


products whose outside containers 
are alleged to give a false impres- | 
sion of the quantity contained in | 
the accompanying tube. 

Section 403 (d) of the amended 
act reads: “A food shall be deemed 
to be misbranded if its container 
is so made, formed or filled as to 
be misleading.” 

While the Food and Drug Ad- 
ministration was waging its new 
crusade, the board of standards of 


tr OF A SERIES 


members inquiring about 
packaging practices. 
ham, director of the board, asked 
which products are packed by hand 
and which by machinery, whether 
leaflets are enclosed, and if so, their 
thickness, the dimensions of the 
cartons and tubes and the length 
of the clip. 


Hits Automatic Packing 


Strict enforcement of the law, 
Mr. Mayham asserted, may penal- 
ize manufacturers by making use- 
less much of the automatic machin- 
ery now employed. In order to 
stuff tubes into cartons by machine, 
he said, a certain latitude is neces- 
sary, to prevent spoilage of the 
containers. 

Mr. Mayham attributed the ori- 
gin of the practice of using over- 
size containers to manufacturers 
specializing in sales through syndi- 
cate stores. Some apparently did 
not go to the trouble and expense 
of using special cartons for mer- 
chandise intended for these chan- 
nels. To meet this competition, 
other producers also increased car- 
ton sizes. 

A spokesman for the Food and 
Drug Administration said that this 
branch of the Department of Agri- 
culture is not concerned with the 


S. L. May-| 


| backward” 


: ~ome 
ithe Toilet Goods Association in|reasons underlying the facts, but 
New York sent questionnaires to|only the facts themselves. 


He as- 


their |serted that the law and its intent) 


are clear, and that the Administra- 
tion is merely performing its duty. 

He said that test cases in the 
courts will be welcomed by the 
Food 
which he represented as “leaning 
in its enforcement of 
the statute. Borderline cases have 
been consistently ruled out, he said, 
and the Administration has made 
seizures only where it was obvious 
that the law has been broken. 


Campaign Under Way 


This representative of the Food 
and Drug Administration admitted 
that the present move might be 
characterized as a “campaign,” 
since the traditional method is to 
take the law section by section and 
check observance on a nationwide 
scale. He also pointed out that the 
packaging section of the amend- 
ment to the food, drug and cosmetic 
act went into effect last June, 
though application of many other 
provisions was postponed to permit 
clarification. 

The Food and Drug Administra- 
tion’s list of seizures of toothpaste 
is said to include both well known 
and obscure brands, the list em- 
bracing Iodent No. 2, Pepsodent, 
Ipana, Listerine, Forhan’s, Kolynos, 


and Drug Administration, | 


@ When Floyd Ran- 
kin handed us his 
list of Ft. Dodge cus- 
: tomers to survey he 
' ‘had a pretty good 

_ idea of what the re- 

sults would show. 


a @ Floyd, a dealer for 


wl”, A 

cloud, ( 2 L. Dodge and Plymouth 
cars at Ft. Dodge, 
Iowa (21,895 population, 94 miles north- 
west of Des Moines), is a long-time reader 
of The Des Moines Sunday Register. He 
expected the survey to show most of his 
customers were our customers too. It 
did. Actually 390 of the 406 people listed 
on his books were steady readers of The 

Sunday Register. 


96% of Floyd's customers, like 95.5% 
of all Ft. Dodge families, subscribe to 
The Des Moines Sunday Register and get 
doorstep delivery. 


@ Floyd knew the results were on ice be- 
fore the survey was started since better 
than 80% of all lowa new car purchasers 
are regular readers of The Sunday Regis- 
ter... 4 out of 5 URBAN Iowa families. 


(Affiliated with 


the ce 


c fe CMe 


they’re as much your customers as mine!” 


SOL GYE™ wx living lowans read The Des Moines Sunday Register— constituting America’s No. 7 market 


ions KSO 


@ lowa automobile dealers, like Rankin, 
know the reading habit folks in their 
home towns have for The Sunday Register 
. » « know they make sales, not only of 
automobiles, but spark plugs, tires, gas 
and oil, ete., when advertising is placed in 
The Sunday Register, where Iowans can 
see it. 


lowa’s urban buyers alone last 
year purchased 39,550 new cars 
18,284 more than were 
bought in the city of Cleveland 
. «+ considerably more than were 
sold in such large urban centers 
as Minneapolis, Pittsburgh, St. 
Louis. 


@ To wise advertisers this combination of 
urban coverage, dealer support, and able 
buyers means an easy-to-reach, easy-to- 
stimulate, rich market . . . won inexpen- 
sively (milline $1.64) through . . . 


THE nes nents 
SUNDAY REGISTER 


Total circulation 335,303 
53% family coverage of entire state. 
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CONSULT YOUR NEIGHBORHOOD DEALER 


SANDARD 
SERVICE 


Claudette Colbert eaves 
4 Twousano remus in “ORUMS 
ALONG THE MOHAWK 


AT STANDARD Olk DEALERS NOW 


In its winter campaign, Standard Oil Company of Indiana suggests a visit to the 
dealer for the latest word on either the movies or the right kind of gasoline 
and oil for winter driving. Standard Oil stations will have information on both, 
according to this newspaper copy in which the company is repeating a tie-up 
that scored four years ago. (Story on Page 21.) 


Colgate, Field, Lee and Cabot. One better bargain than the more ex- 
toothpaste manufacturer changed | pensive quantities. 


cartons just in time to avoid con- 
flict with the administration. 
Listerine, Gibson and Howell | 


shaving cream have also. been) 


“Why not lock the government 
officials and the retailers in a room 
and let them fight it out?” he 
asked. 


|seized. Cheese likewise treated in-| 
|clude Icco and New Yorker. 


Most Seizures in New York Retail Shoe Chain 
While seizures have been re- Tests Music as 


ported from many parts of the| Selling Aid 


/country, New York appears to have 
New York, Nov. 9.—If music will 


been the center of the government 
operations. The quantities involved | ; 

are small enough to suggest that|S0othe the savage breast, it may 
officials of the Food and Drug Ad-| so be an aid to the sale of shoes, 
ministration are acting with res-| according to the reasoning of the 
traint. It is reported here that 648| Tom McAn Shoe Company, which 
toothpaste containers and 348 cheese | has begun a test of the theory in 
boxes have been removed from/|Stores here and in Washington, 
‘circulation. Confirming reports|D. C. Concert music devoid of 
from New York, the Administration | commercials is being provided by 
said that ten-cent toothpaste con-|the Wire Broadcasting Corporation 
tainers have been the chief offend-|of America in New York, and by 
ers. Tele-Vision Music, Inc., in Wash- 
ington. 

While McAn officials are not yet 
| One well known manufacturer of | ready to pronounce final judgment, 
toothpaste who was asked today to| they report that the sweet strains 
‘comment failed to manifest any|tend to bring relaxation both 
sympathy with the viewpoint of the customers and salesmen. Whether 
Food and Drug Administration. The | this effect will result in more sales 
determination of when a container | hag not yet been determined. 

‘is “misleading,” he said, offers a| The music emanates from con- 
problem worthy of a Solomon or | cealed loud speakers, pervading the 
Portia. If the administration had | shops with a melodic atmosphere, 


Against Administration Viewpoint 


consulted some of the buyers of the 
| paste, he contended, it might have | 
held its hand. Many of the con- 
sumers who have been buying the 
same brand of toothpaste in syndi- 
cate stores for years would prob- 


which serves as a soothing back- 
ground for the conversation of sales- 
men and prospects. Other large re- 
tailers are manifesting considerable 
interest in the possibilities. 


ably be surprised to learn that they 


had been “misled” for this entire Corona Nets to Reiss 

| Period, he pointed out. Corona Hair Net Company, NeW 
This manufacturer recalled that) vy.) hee named Reiss Advertising. 

independent druggists are fond of New York, to direct its account 

complaining that ten-cent sizes of| Business papers, newspapers 4D 

|many products offers the public aj direct mail will be used. 


You're on LS. 3 0 
when you're in PRACTICAL 
BUILDER 


...and “clocking” 
70,000 builders a month 


PRACTICAL BUILDER 
Published by ne 


INDUSTRIAL PUBLICATIONS, 


8 €. Van Buren 
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How to secure 


Here Is the Whole Story — 
briefed down for quick reading! 


American Cranberry Exchange 
American Tobacco Co., The 
Amer. Turpentine Farmers Assn. 
Anheuser-Busch, Inc. 

Armour & Company 
Axton-Fisher Tobacco Co. 
Babbitt, Inc., B. T. 

Bauer & Black 


The SOCIAL REGISTER 
of AMERICAN BUSINESS 


A partial list of Important Advertisers in The American Weekly 
during 1937, 1938 and 1939 


Kaufman Brothers & Bondy, Inc. 
Kellogg Company 
Kralt-Phenix Cheese Corp. 

Kraft Cheeses 

Miracle Whip Salad Dressing 
Lady Esther Company 
Lambert Pharmacal Co. 
Lamont, Corliss & Co. 


R Borden Co., The ee 
. 7 . ie S . os. 'e 
ight at the start let’s clear up one point: wey tyne Lux Soap and Flakes 


ilies in the United States with incomes of over 
$2,000 — almost twice as many as any other 
magazine. It also goes to three and one-third 
million families with incomes of under $2,000 — 


We do not claim double action from advertising 
in The American Weekly simply because it has 
double the circulation of any other magazine. 


Bristol-Myers Co. 

Brown & Williamson Tobacco Corp, 
California Fruit Growers Exch. 
California Packing Corp. 
California Walnut Growers Assn. 
Campana Sales Co. 

Canned Pea Marketing Co-op. 
Canning Peach Advisory Board 


Spry 
Libbey-Owens-Ford Glass Co. 
Libby, McNeill & Libby 
Liggett & Myers Tobacco Co. 
Lorillard Co., Inc., P. 
Maiden Form Brassiere Co., Inc. 
Maybelline Co., The 
Mentholatum Company 
Metropolitan Life Insurance Co. 


° . Champion Spark Plug Co. National Biscuit Co. 
We want advertisers to know where that circula- : , Charis Corp. ational Biscuit Co. 
; ¥ - ; more than twice as many as any other magazine. Chsyelee Corpesttion pocanem, Soave 
tion goes, what kind of people it reaches, what ony Shredded Wheat 
. . : And that lower income market is i tant because those National Radio Institute 
kind of reading the magazine gets. So we'll try - ews ee Py Co Norge Division, Borg- Warner Corp. 


families with less than $2,000 a year own about three-fourths 
of all the automobiles, about half of all the electrical refrig- 
erators and spend most of the money that is rung up on the 


to answer these questions. 


Coca-Cola Company, The 
Colgate-Palmolive-Peet Co. 
Cashmere Bouquet 


Norwegian Canners Assn. 

Norwich Pharmacal Co., The 
Ontario Travel & Publicity Bureau 
Pan American Coffee Bureau 


First — this mighty magazine naturally cash registers of grocery stores. Palmolive Soap Fesemenes Platarte Corp. 
circulates all over the United States — but Super Sede Parker Pen Co., The 


NexT—what kind of reading does this magazine get? 
it has its greatest concentration where the 


greatest volume of retail sales is made. 


Dr. Daniel Starch, noted investigator and research authority, 
in the first full year’s study of the complete editorial content 
: ; ee een of a magazine ever made, shows— 

It has twice as much circulation in cities of over 


1,500,000—in cities of 100,000 to 1,500,000— 
in cities of 25,000 to 100,000—reaches twice as 


That in 95.6% of all homes where The American Weekly was 
found, this magazine was read by one or more adults. 


But the big fact is—more than 14,600,000 men and women 


Columbia Pictures Corp. 
Congoleum-Nairn Inc 
Corn Products Refining Co. 
Corning Glass Works 
Cream of Wheat Corp. 
Cudahy Packing Co. 
Davis Company, R. B. 
Dearborn Supply Company 
Demuth & Co., Wm. 
Dennison Mig. Company 
Drackett Products Co., The 
Edison General Electric Appliance 
ea Inc. 


Penick & Ford (Ltd.) Inc. 

Pennzoil Co., The 

Pepsodent Co., The 

Perfection Stove Company 

Pineapple Producers Cooperative 
Assn., Lid. 

Plough, Inc. 

Potter Drug & Chemical Corp. 

Procter & Gamble Co., The 

Prudential Insurance Company of 
America 

Pullman Company, The 

Pure Milk Cheese Co. 


ili ] i ; ' Emerson Radio & Phono. Corp. ker Oats C , The 
many families as any other magazine. And in go through its pages from cover to cover—and they read it Federal Life & Casualty Gengeny yn al urmey gi 
Firestone Tire & Rubber Co. Resinol Chemical Co. 


with an intensity unequaled in the publication world. 


cities of 2,500 to 25,000 it also is read by more 


families than any other magazine. ADD to these facts of circulation, market coverage 
and readership one more vital statistic: 


That’s important—for 82% of all retail sales are 
made in the 3,165 urban places where this pene- 


This magazine provides a color page twice as big in which to 
show the merchandise and tell the story at a cost of less 


Fitch Co., The F. W. 

Florida Citrus Commission 
Ford Motor Company 
Franco-American Spaghetti 
Frank & Co., Inc., S. M. 
Frigidaire Corporation 
General Electric Co. 
General Foods Corp. 


Reynolds Tobacco Company, R. J. 
Royal Lace Paper Works, Inc. 
Royal Typewriter Company, Inc. 
Schering Corp. 

Scholl Mig. Company 

Scott Paper Company 

Sheaffer Pen Co., W. A. 

Silex Co., The 

Simoniz Company 


‘ P , ; Jell-O 
tration is greatest. than ¥% cent per family. Minute Taplecs ced an 

if General Mills, Inc. “ , 

: Aes -A- . ! Gold Medai Flour Stenderd Brands, tne. 
Next—what kind of people? ye Cock i Doodie wool The fact is, The American Weekly is A. ene .~ Pee tne. 
ring Nove American Weekly continues its ° P tors Corp. , : 
The American Weekly goes to substantial linage gains for tbe fret ten months of 1939 with twice as big any way you measure Nicaea P «il wml Magnesia 
5 an increase of 33% over November, 1938, which is its larg: s . : se 8 Chevrolet 
est lineage gain for any single month of this year to date. it, except - cost —and in cost it Is Fisher Bod Tea Bureau, Inc. . 
more than half of all the fam- " ; ody Tide Water Associated Oil Co. 
as — oy ey ye st. — 20th Century Fox Film Corp. 


in the World 


THEN ERICAN 
WEEKLY 


Glover Co., Inc., H. Clay 

Great Atlantic & Pacific Tea Co. 
Hecker Products Corp. 

Heinz Co., H. J. 

Hormel & Co., Geo. A. 

Hubinger Co., The 

Hudson Motor Car Company 
Hygeia Nursing Bottle Co., Inc. 
Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co. 
lodent Chemical Co. 

Jergens Co., The Andrew 

Johnson & Johnson 


Union Oi! Co. of California 
United Artists Corp. 

United States Rubber Co. 

Van Camp Sea Food Company, Inc. 
Wander eo. The 

Warner Bros. Pictures, Inc. 
Warren Corp., Northam 

Weco Products Company 
Wesson Oi! & Snowdrift Sales Co. 
Westclox 

Western Auto Supply Co. 
Westinghouse Electric & Mig. Co. 
Wise & Co., William H. 

Young, Inc., W. F. 


What $18,000 buys 
in The American Weekly 

A full page in color more than twice the size of any other magazine 

page in the world ... Over six and a balf million families at a cost 


of less than ¥3 cent per family . . . the attention of the entire family 
instead of a single buying factor. 


Circulation 
“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Patmorive Bune, Carcaco . . . § Wintanor Squant. Bostow . . . Ancavt Buvc., St. Lours . . . Evtson Bune . Los Ancetes 


Heanst Bioc., San Francisco... Genemat Moroas Broc.. Dernoir... Hanna Buvc., Crsvecann... 101 Maniserta St., Attanta 
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Farm Equipment 
Makers ‘Cash In’ 
On Husking Contest 


More Than 40 Send 
Exhibits to Kansas 
Crowd of 115,000 


Lawrence, Kan., Nov. 7.—The 
farm equipment manufacturers who 
discovered the promotional potency 
of the National Corn Husking Con- 
test several years ago scored again 
here last week when the event was 
staged for the 16th time. 

More than 40 manufacturers 
were on hand to display their new 
products to a crowd estimated at 
115,000 which came here from 36 
states to see Lawrence Pitzer of At- 
tica, Ind., win the national title in 
an 80-minute, non-stop contest that 
would weaken many a _ football 
player. 

This contest is perhaps rural 
America’s most famous event and 
is a promotion “natural” for many 
equipment makers. Most of these 
have tied in their recent farm pa- 


| per copy with the news 


interest 
created by the contest. Deere & Co., 
Moline, used full pages for ex- 
ample, to announce that “every im- 
plement used on the National Corn 
Husking Farm was John Deere.” 
Other companies. stressed the 
“championship” and “stamina” fea- 
tures of their products. 

The national contest climaxes a 
multitude of sectional contests in 
the 11 participating states, and 
many of the farm equipment makers 
have exhibited their wares at these 
events as well. No fee is charged 
for the exhibit, the sole require- 
ment being that the exhibitor must 
have used at least 500 lines of ad- 
vertising in the state farm paper 
during the previous year. 

Location of the contest rotates 
between the participating states 
and is sponsored each year by the 
state farm paper. This year’s 
sponsor was the Kansas Farmer. 
The 1940 event will be held in 
Iowa. 


Wallace Was Originator 


Iowa, incidentally, saw the birth 
of the stunt some 16 years ago, 
with the originator being none 
other than the present Secretary of 
Agriculture Henry Wallace. At that 
time Mr. Wallace was editing Wal- 
laces’ Farmer. He felt that corn 
husking was a tough job and one 
in which the worker received little 


applause. The contest was devised 
simply as a stunt, without realiza- 
tion of its full potentialities. Manu- 
facturers did not exhibit at these 
contests until five years ago. 

For several years only a few 
states participated. Those now 
sending entrants include South 
Dakota, Kansas, Iowa, Illinois, Ne- 
braska, Minnesota, Indiana, Wis- 
consin, Ohio, Missouri and Penn- 
sylvania. Winners and runners-up 
in the state contests participate in 
the national ever.t. 

Unlike the Indianapolis Speed- 
way automobile race, there is little 
that the equipment makers can do 
directly to tie in with the contest. 
The husker’s job is entirely manual, 
and while he is provided with a 
tractor-drawn wagon in which to 
throw the corn, he has no choice 
as to the maker of the tractor. They 
are selected by lot just before the 
contest starts. 

Time has also proven the farmers 
to be less susceptible to the “testi- 
monial” lure than movie stars or 
society queens. Very little copy ap- 
pears following the contest in 
which the winner is featured via 
the testimonial route. 

Mr. Pitzer, this year’s winner, 
had a total yield for the national 
contest of 28.39 bushels, and his re- 
ward was a handsome trophy and a 
check for $100, plus fame. 


Again We Say: 


ST. LOUIS 


tant. 


Ist IN FOOD 
IN ST. LOUIS 


Last May St. Louis KWK advertised its leader- 
ship in the St. Louis food field. At that time our 
baseball broadcasts were sponsored by food ad- 
vertisers which of course exerted a seasonal in- 


fluence. 


Now, with baseball off the air, we wish to repeat 
ourselves: KWK carries* as much local and national 
spot food advertising as the two other St. Louis 
network stations combined. More exactly, KWK 
carries 50.6% in this classification, KMOX 28.2%, 
KSD 21.2%. 


The facts underlying this leadership are impor- 
Get them from the Paul H. Raymer Co. 


Thomas Patrick, Incorporated 


HOTEL CHASE 


Representative 


PAUL H. RAYMER Co. 


NEW YORK ¢® CHICAGO) ®* 


* A typical week in November (Soap quarter hours excluded). 


ST. LOUIS 


SAN FRANCISCO 


Me a hn fe 
ee 


in Co-op Program 

A nationwide tie-in program be- 
tween theaters which are showing 
the play and motion picture “Abe 
Lincoln in Illinois” and RCA Vic- 
tor dealers who are featuring re- 
cordings of Raymond Massey, star 
of the play, has been started. 

Dealers are arranging for pa- 
triotic Abe Lincoln window dis- 
plays prior to and during the run 
of the stage show or movie, featur- 
ing announcements of the coming 
show, and theater managers are 


displaying record albums in their 
lobbies. 


DISCUSS PLANS FOR NEW RADIO NETWORK 


Conferring in Chicago on plans for the new Transcontinental Broadcasting 
System are John T. Adams, president of the network; Elliott Roosevelt, presi- 
dent, Texas State Network; and Gordon Brown, general manager, WSAY, 


Theaters, RCA Dealers © Grove Ready With 
“Epidemic” Copy 


ee 
a 


3 2 a 


Rochester, N. Y. 


Grove Laboratories, St. Louis, 
maker of Bromo - Quinine tablets, 
has completed plans for release of 
its annual “epidemic” copy, when 
and if the occasion arises. This is 
an annual feature of the Grove 
campaign, involving the telegraphic 
release of previously prepared copy 
in cities where epidemics of colds 
break out. The schedule of course 
is variable. Usually two insertions 
per city are used. 

Stack-Goble Advertising Agency, 
Chicago, handles the Bromo-Qui- 
nine account. 


GIVE THOUGHT 
TO THESE 


The entire Tri-City market 

1 can be adequately covered 
ONLY by using four daily 
newspapers, 


3 


community. 
that your O. K. 


RESULTS. 


THIRD 
LARGEST 
MARKET 

IN ILLINOIS 


Do You Pick Markets With a Ouija Board? 


The answer is definitely “NO!” 


You recognize that it takes more than population 
figures to measure the sales possibilities of a candi- 
date for schedule position. 


MOLINE-ROCK ISLAND acts 


Argus-Dispatch reaches 9 out 
of 10 homes WITHOUT DU- 
PLICATION or 95.4% of Mo- 
line-Rock Island Families. 


MOLINE - ROCK ISLAND — A FOUR STAR MARKET 


{We are breaking all previous records in the activities that make for 
Sales. {Our rich farm trading area is enjoying bumper crops at good 
prices. {Our large implement manufacturers, John Deere, International 
Harvester, J. I. Case and Minneapolis-Moline are facing an impressive 
buying surge, and are constantly adding thousands of additional work- 


men. %The Rock Island Arsenal, a key production unit in the national 
defense program, has passed the 4,000 mark in employment. { More than 
$15,000,000 of construction projects, including 304 new homes, are under- 


way in Moline-Rock Island to meet the needs of this rapidly expanding 


What does this all mean to you? 
of Argus-Dispatch on your 
linage schedules is logical, sound and pro- 


ductive of TANGIBLE 


A Member of the Illinois Markets 


The most active, growing UN- 
USUAL part of this market, 
Moline - Rock Island, can be 
renched ONLY by using Argus- 
Dispatch coverage. 


Simply Te 


and GENEROUS 


Nat'l Rep. The Allen-Klapp-Frazier Co. 


' New York 


Chicago 


St. Loui 


Detroit 
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INDSIGHT 


isgoing to be expensive in 1940 
in the building industry 


I 


JANUARY, 1940 


Buildin 


g 


SUPPLY NEWS 


ig DEALERS’ 


, AND CONTRACTORS’ 
ee CATALOG AND 

ue DIRECTORY 

sof 

fs ISSUE 

e", The buying guide 

ee $2 15000 lumber and: 

* material dealers and 

ty heir contractor 

“) 


Lumber Building Materials... Building Equipment Supplies 
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Don’t neglect 
the importance 
of the Dealer 


BR cusee and building material 
dealers will, as usual, initiate and 
control tens of thousands of resi- 
dential and small commerciay 
buildings during 1940. But[you 
can’t afford to wait until a year 
from now to recognize this basic 
market fact. That’s why 


NOVEMBER 27th is an important date 
for reservations—Copy ’till December 5th 


ERE is your low-cost, year-long 
assurance that your company and 

your products will be there, in the only 
exclusive dealer’s buying guide, when 
they are buying, specifying, recom- 
mending. It’s used every day in the year 
—as proved by dealers’ own statements. 
It’s low-cost, and effective, because 


@ It reaches over 15,000 dealers— 
the cream of the dealer group 


@ Through them it is available to 
their more than 100,000 con- 
tractor customers 


@ Provides insurance for all other 
advertising expenditures, 
since it’s used when detailed 
buying information is needed 


@ Increases business from your 
present dealer accounts 


@ Helps visualize YOUR products 


when dealer is face-to-face 
with his prospect 


@ Gives dealer product informa- 


tion when he wants to adda 
new line, or change his line 


@ Builds prestige by emphasizing 


the scope of your line 


@ Associates your line with all 


leading manufacturers 


@ DOES ALL THIS AT NEARLY 


lc PER PAGE PER DEALER 
(Regular rates apply) 


Your letter, long-distance call, or wire be- 
fore the 27th will bring detailed information 


BUILDING SUPPLY NEWS 


January 1940 Catalog Issue 
Also Publishers of PRACTICAL BUILDER 


59 E. VAN BUREN ST. 


CHICAGO 


Advertisers Ask 
Representation at 
Hearst Hearings 


(Continued from Page 1) 
Charles H. Phillips Chemical Com- 
pany, Resinol Chemical Company, 
Bathasweet Corporation, Oakland 
Chemical Company, Vita-Ray Cor- 
poration, Feminine Products divi- 
sion of Carter Products, Inc. and 
Denney & Denney. 

Libby, McNeill & Libby, whose 
advertising in Good Housekeeping 
was admitted as _ evidence last 
week, was cast in a new role this 
week when the record of a seizure 
of its tomato juice by the Food and 
Drug Administration in 1936 was 
introduced. The case was settled 
in 1937 when Libby consented to a 
decree that several hundred cases 


of its product were misbranded 
'since water had been added. The} 
record of this seizure and decree} 
was admitted by trial examiner 
|Charles F. Diggs over the strenu- | 
|ous objection of Hearst lawyers. 


Three witnesses who occupied 
the witness chair included two 
|dermatologists, Dr. Eugene F 


Traub and Dr. Herman Sharlit, 
| both of New York, and Dorothy B. 
Scott, a chemist of the Food and 
| Drug Administration. 

Asked by Mr. Fort, who was 
reading from a Bathasweet adver- 
| tisement in Good Housekeeping, if 
| Bathasweet would cure skin dis- 
j}ease and make the skin take on 
new loveliness, Dr. Traub testified 
"oa 
| 


Refutes Copy Claims 
Dr. Traub also declared that 


_Resinol does not “easily and simply 
remove skin blemishes,” that Dor- 
othy Gray sunburn cream is not} 
beneficial to the skin and that there | 
is no effect on the skin from the 
Vitamin D in the product, that 
Daggett & Ramsdell'_ cleansing 
cream does not “wake up the 
beauty in the skin and give it a 
fresh new radiance,” and_ that 
Francis Denney cream will not re- 
move lines. 

Mr. Digges reiterated his conten- 
tion that his client is “fighting a 
phantom,” and objected to the in- 
troduction of testimony on subjects 
not specifically mentioned in the 
complaint. Upon the completion of 
Dr. Traub’s direct examination, he 
sought to defer cross examination 
of the witness, claiming that it is 
impossible for Good Housekeeping 


DEPARTMENT STORE TELLS INSIDE STORY 


42ND ANNIVERSARY SALE ...STARTS SATURDA 


At the same time that Baltimore consumers were peering into the inroads of 
new cars at the auto show, Hochschild, Kohn & Co. used large newspaper space 
to disclose the inside workings of a modern merchandising institution. 


to justify every advertisement it 
has carried during the past 37 years 
without some advance warning of 
which insertions are to be men- 
tioned in the case. His objections 
were overruled. 

Dr. Sharlit, a teacher at Colum- 
bia University as well as a skin 
specialist engaged in general prac- 
tice, testified on the advertising 
claims of Dioxogen cream, Phillips 
Milk of Magnesia cream, Arrid 
cream and Vita-Ray. 

He asserted that no cosmetic 
“will clear up pimples by killing 
the pimple germs,” that no prep- 
aration will prevent blackheads al- 
though some may be of assistance, 
that no cosmetic will prevent sun- 
burn although some products may 
have protective properties. 

Miss Scott’s testimony concerned 
an action brought against Candy 
Corporation of America by the 
Food and Drug Administration last 
year. She told of her chemical 
analysis of 18 samples sent to head- 
quarters by the field investigator, 
and of finding a variety of foreign 
matter in the candy. She admitted 
on cross examination that she did 
not know if the impurities were 
present when the candy left the 
factory. 


bi 


I don't read much. 


Maybe you think I'm not ver) 
bright and maybe I'm _ not: 
But I've got a city job, work 
regular, eat regular—in fact. 
I'm doin’ all right. My money § 
as good as the other guy's. 

But you'll find it hard to ad- 
vertise to me because I dont 
read much. 

But I see those posters on the 
walls of buildings. 
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Science Monitor is indicated by the following 


Science Monitor a profitable advertising me- 
letter from the sales promotion manager of one 


dium. One such advertiser wrote: 
“For many years we have kept a carefully 
of Springfield's large stores: tabulated record of our insertions in your paper. 
: os re eee "We do wish all our readers reacted to our Almost without exception, the Monitor has 
= rtheeee sete ee advertising as readers of The Christian Science proved to be a profitable medium for us to use, 
) See oe eee Monitor do. Not only do they respond to our and this is a conservative statement, as for many 
EeSea gees SS advertising, but they do not hesitate to express seasons, over a long period, your paper has stood 
ae Ssoes their appreciation in person very near the top of our list 
Parking Meers Win 08" lea and by mail. Christian Science And, Speaking of when returns were checked.” 
passat SEE an eaten SATE Monitor advertising is produc- Springfield: Perhaps you, too, with an 
Peesres nee eae tive, and we consider The op ick Giese interest in the successful ad- 
Eset oe Sed Christian Science Monitor an of Springfield, Ill. vertising of a meritorious 
Fe we oe errr Se excellent advertising medium and product or service, have an 
a aS =. — for our store.”’ 23 local advertisers advertising problem The 
ee Sees In addition to the 65 mer- of Springfield, Mo. Christian Science Monitor 
eee | er Bd chants of Springfield, Mass., also advertice in could help to solve. Complete 
wa {Setaee that use the Monitor, many The Christian Science information of what the Mon- 
AS i ee national advertisers of thet Monitor itor has to offer is avail- 
ae \Ereseec | city have found The Christian able at any of our offices. 
ee 


(Names of advertisers quoted will be given if requested) 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 
NEW: YORK OFFICE: 500 Fifth Avenue. 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, Son Francisco, Los Angeles, Seattle 
London ... Paris. . . Geneva 
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Says Advertising 


by FIC Viewpoint 


Is Emasculated 


Locke Suggests Investi- 
gation of Anti-Advertis- 
ing Propaganda 


Houston, Nov. 8.— Though the 
Federal Trade Commission could 
perform a useful service to adver- 
tising by policing the small minor- 
ity of advertisers who overstep the 
bounds of propriety and truth, it 
has tended to go to extremes which 
make its labors of doubtful bene- 
fit, in the opinion of Raymond P. 
Locke, of Tracy - Locke - Dawson, 


Inc., Dallas, as expressed before | 
the Southwestern Association of | 


ex 


MOST AGENCIES KNOW THE RULES of successful advertising. 
Many of them were conceived and written by Lord & Thomas 
years ago. But it’s KNOWING HOW to apply the rules that makes 
the big difference. Lord & Thomas has been busy for 67 years... 
is busier today than ever.* For as competition grows keener, the 


more urgently do businesses need that unique instinct for 


Advertising Agencies here last 
week. 

“Seemingly, government is cen- 
soring the life out of much of to- 
day’s copy,” said Mr. Locke. “Writ- 
ers are inhibited to such a degree 
that similes and hyperbole have be- 
come of dubious value. Even the 
most widely accepted beliefs must 
be qualified. 


Losing Its Glamor 


“This iron rule is robbing adver- 
tising of legitimate ingenuity, im- 
agination and enthusiasm. This 
fact was illustrated aptly, long be- 
fore things got so bad, in a cartoon 
which appeared in ADVERTISING 
Ace. It represented Rex Tugwell 
working for a syrup company, and 
informing a customer, ‘Yes, we 
have a fairly acceptable syrup at 
a comparatively moderate price.’ ” 

This, however, is not the worst 
feature of the situation, Mr. Locke 
said. Certain government officials 


have even suggested that advertis-| ment was 


ing is an economic waste, and this 
attitude has been responsible for 


the growth of anti-advertising or- | 


ganizations masquerading as con- 
sumers’ representatives. Further- 
more, some of the teachings of 
schools and colleges are enough to 
give advertising men of today and 
tomorrow a cold chill. 

Mr. Locke suggested that in 
anti- advertising propaganda, the 
FTC might find an even more fer- 
tile field for its efforts than in the 
copy which appears in the nation’s 
publications. 


Winter Golfers 
Meet Jan. 20-27 


The Winter Golf League of Ad- 
vertising Interests will hold its 33rd 
annual championship tournamerit 
at Palm Beach, Fla., Jan. 20-27, 
Ray P. Clayberger, president, an- 
nounced. The Palm Beach Golf 
Club will be the scene and head- 
quarters will be at The Breakers. 

The winner of the 1939 tourna- 
Max B. Kaesche, of 
Ridgewood, N. J., who successfully 
defended the title he won in 1938. 


Start Movie Campaign 


for Camel Cigarettes 


In collaboration with William 
Esty & Co., agency for Camel cigar- 
ettes, West Coast Sound Studios 
has produced a series of motion 
picture advertising shorts in tech- 
nicolor. Each production features 
an athletic star. The pictures are 
said to represent the first large 
scale movie campaign for a cigar- 
ette. 

The entertainment feature has 
been tied in with the current Camel 
campaign in newspapers, 
zines radio and outdoor on the five 
extra smokes per pack theme. 


Copy Analyzes Sleep 


Horlick’s Malted Milk Corpora- 
tion, Racine, Wis., has analyzed 
and classified sleep for its new 
campaign in British newspapers. 
Copy advises: “Start drinking Hor- 
lick’s, get first group sleep, and 
notice how much better you feel 
all day.” The London office of J. 
Walter Thompson Company is in 
charge. 


maga- | 


KNOWING HOW in advertising. 


*13 U.S. advertisers have placed their accounts with us in the past 12 months 


LORD i> ‘THOMAS Advertising 


NEW YORK * CHICAGO + LOS ANGELES 


* SAN FRANCISCO * HOLLYWOOD ¢ DAYTON °* 


ty 
m4 
“ 


cg ee 
CNG 


TORONTO * MONTREAL * PARIS * LONDON 


te 
——$ 


THE PEOPLE'S CHOICE 


pe OR 
VG EEL I 


coms eVery bari 
[eh > fpgeee Se ny a 


CREOLE NOODLES . . ov. 17 
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Order in 
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Sores tame Assures we 
Germng everyting yo wont, 
Your peckege will be 


Election day afforded the Horn & Har. 
dart chain an opportunity for ballot 
| copy that suggested a single ticket for 
| culinary happiness. Copy appeared in 
| New York and Philadelphia newspapers, 


Stoker Makers 
Mull Plans for 
Cooperative Drive 


Chicago, Nov. 10.—The possibility 
that manufacturers of bituminous 
coal stokers may get together fora 
cooperative advertising campaign 
next year, was indicated here this 
week, although it was emphasized 
by the Stoker Manufacturers Asso- 
|ciation that plans are still in the 
formative stage. 

The national campaign, when and 
if it is launched, will be the out 
growth of current cooperative cam- 
paigns being staged now in five 
cities. Chicago stoker interests may 
also launch a drive next spring. 

The five cities where campaigns 
are now being conducted are Salt 
Lake City, Kansas City, Birming- 
ham, Duluth and Lincoln, Neb. 

The association held its fall meet 
ing here yesterday and devoted a 
entire session to discussion of ad- 
vertising. However, M. G. Bluth 
association secretary, said that the 
still formative stage of the plan 
was a barrier to a more definite an- 
nouncement of the campaign. 


LOOKING FOR 
STOCK PHOTOS? 


Write for the most 
comprehensive picture 
catalog ever published. 


HAROLD M. LAMBERI 
7240 OGONTZ AVENUE | 
PHILADELPHIA, PENNA. 
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THEY (jof WHAT THEY WANTED 


® Oklahoma Tire & Supply Company put a selling 
job up to WKY in 1930. WKY responded by 


s 


result: Today almost one-half of the company’s 
business comes through appliance departments. 


Oringing men in to buy tires, batteries and other 
‘utomotive accessories. They came, not only to 


Oklahoma City stores but to all sixteen stores lo- 
cated in towns throughout the state. 


When those sixteen stores grew into eighty-three 
scattered over four states, another problem pre- 
sented itself. Appliance departments had been 
added and the men are not the big buyers of 
‘adios, refrigerators, washing machines, ranges. 


_ ‘But WKY responded. WKY tailor made a 
low for women listeners. Oklahoma Tire & Sup- 
Ply Company put it on the air. Two other stations 
'n the Oklahoma Tire & Supply Company service 
rea adapted the pattern to their markets. The 


VW. 
MISTLETOE EXPRESS * 


Own 
WNED AND OPERATED BY THE OKLAHOMA PUBLISHING COMPANY oe 


KVOR, CoLoRADO SPRINGS 


The conception and production of this program 
is typical of WKY’s sparkling program structure 
... designed to bring listeners the kind of enter- 
tainment they want, to deliver to advertisers the 
kind of results they demand. 


OTASCO MERRYMAKERS, running Monday through 
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ADVERTISING AGE 


November 13, 1939 


Toy Industry to 
Sponsor $100,000 
Promotion Effort 


Juvenile ‘Best Sellers’ 
to Be Featured in Seven- 
Week Campaign 


New York, Nov. 8.—The toy in- 
dustry’s first venture into coopera- 
tive advertising will be undertaken 
later this month when Famous 
Family, Inc., an organization repre- 
senting manufacturers, wholesalers 
and retailers, releases initial maga- 
zine copy, Offering a free catalog of 
200 “best seller” toys, selected by 
experts for value and child appeal. 

The opening insertion of the cam- 
paign will be a full page in the 
Nov. 25 issue of The Saturday Eve- 
ning Post, in gay Christmas colors. 
Column space between then and the 
holidays will also appear in Child 
Life, Collier’s, Life and Time. In 
addition to the Post, pages will be 
used in Parents’. Participating re- 
tailers have been supplied with a 
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| complete mat service for local 
|newspaper advertising. 

Since the toy catalog is the prin- 
cipal sales tool in the joint mer- 
chandising effort, much emphasis in ! 
| the copy will be placed on getting it | 
|into the hands of prospective pur- 
chasers. In the Post advertisement, 
'the upper half of the layout is de- 
voted to a four-color reproduction 
of the cover of the booklet and the 
word “free.” The main body of the | 
copy is headlined “To help you pick 
the toys that children want.” 


Children 


This, according to Melvin Freud, | 
president of Famous Funn Family, | 
expresses the project’s underlying 
premise, that most toys purchased, | 
regardless of nature or price, are 
not well received by the children 
for whom they are intended. 

To overcome this difficulty, the 
toys in the catalog are arranged by 
age groups. In addition to their fit- 
ness for youngsters, their salability 
was determined at the Toy Fair, | 


Aren’t Considered 


14 wholesalers chose from the offer- 
ings of manufacturers who had | 
signified their willingness to join in 
the promotion of the playthings | 
“most likely to succeed.” The 200- 
odd items finally picked represent 
the products of about 50 manufac- 
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SEPTEMBER'S ADVERTISING SCORE: 


turers. Among those represented in 
the catalog are Milton Bradley 
Company, The Embossing Company, 
A. C. Gilbert Company, The Lionel 
Corporation and Toy Creations, Inc. 

The advertising budget is being 
financed by assessments on manu- 
facturers in proportion to the 
amount of space their items occupy 
in the catalog. 

The booklet itself is being paid 
for by retailers, who are charged 
$26.65 a thousand. Almost 2,000,000 
catalogs have been distributed 
already, according to Mr. 


logs are required to maintain a 
minimum stock of toys on hand and 
a checkup is conducted by Famous 
Funn Family on retailers’ inven- 
tories. Considerable point-of-sale 
advertising material is also being 


made available. 


Holiday Business Heaviest 
The seven-week period between 
Thanksgiving and Christmas, Mr. 
Freud said, accounts for 77 per cent 
of all toy purchases. Toy sales last 


sponsors expect a boost ranging 
from 50 to 100 per cent this year. 
The cooperative advertising 
budget is estimated at $100,000. 
Supporting the magazine phase will 
be a contest for children. Reiss 
Advertising is in charge. 


51,421 lines in one instance; 
NO Los Angeles newspaper — morning or even- 


ing—remotely approached the Examiner's retail advertising increase. 


Examiner GAINED 13,357 lines of retail adver- 
lost: 


Nationally Represented by 
RODNEY E. BOONE ORGANIZATION 


LOS ANGELES EXAMINER 


tising. The other morning papers 


During September, the 
640 lines in the other. 


Freud. 
Retailers contracting for the cata- | 
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UTOPIA IN PRINT FOR KIDS 


| PICK THE TOYS THAT Chilled Whit 
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This opening insertion in the toy industry's cooperative advertising campaign 


‘Marlboro Price 
Cut Latest Move 
oe Philip Morris 


New York, Nov. 8.—Encouraged 
by the results of its recent smash- 
ing newspaper drive announcing a 
price reduction on Philip Morris 


| cigarettes, Philip Morris & Co. has | 


inaugurated a new effort in behalf 
'of Marlboros in New York news- 
papers and several magazines. The 
Marlboro © reduction amounts to 
about two cents in most localities 
and brings the price per package 
to 20 cents in the New York area. 

Newspaper copy emphasizes that 
|Marlboros now cost “only a few 
cents more than ordinary brands.” 
| Magazine space is devoted to em- 
| phasis on the quality of the brand 
|and the ivory tip. American Home, 
| Harper’s Bazaar, Mademoiselle, 
The New Yorker, Time and Vogue 


of the campaign. 

The newspaper section of the 
|}campaign for Philip Morris cigar- 
,ettes, which started in September 
| and in recent weeks tapered off 
| to a few newspapers in Massachu- 
| setts and Wisconsin, will be stepped 
up again during the first week in 
December. With the new Philip 
_Morris price now fully established, 
|more than 100 newspapers in prin- 


|are on the schedule for this phase | 


be used in the forthcoming cam- 
paign to promote gift packages for 
Christmas. 

The newspaper drive is supple- 
mented by three current radio 
shows and a magazine list that in- 
cludes American Magazine, Collier’s, 
Cosmopolitan, Liberty, Modern 
Romances, Modern Screen, Red- 
book, The Saturday Evening Post, 
|and Time. Biow Company is the 
agency. 


General Motors 
Attendance Tops 


The most popular attraction at 
ithe New York fair, the General 
\Motors Futurama, drew 5,180,000 
/people who travelled a distance of 
1,700,000 miles, according to G-M 
statisticians. 

They added that inasmuch as each 
Futurama tour represented about 
1,500 miles of cross-country travel, 
guests actually covered more than 
seven and a half billion miles. 


Publishes FTC Rulings 


After analyzing more than 3,000 
rulings over a period of years, the 
merchandising division of the Na- 
tional Retail Dry Goods Association 
has issued “The Retailer’s Reference 
Book of Federal Trade Commission 
Rulings.” The volume is broken 
down into merchandising classifica- 
tions so that the retailer can find 
at a glance the Commission’s rulings 
| with regard to any type of product. 
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F EVER YOU HAVE achieved parent- 

hood, then you're probably familiar 
with an old baby-having custom—one 
time-honored way of obtaining the baby 
carriage. 


That's the process of having a pram 
passed on to you. You simply borrow one 
from some family it already has served 

. you and yours use it... and then, 
according to custom, you pass it along 
to still another augmented family. 


> That's one reason why most baby 
carriages live to carry considerably more 
than one baby. But just how many 
more each one Carries is anybody's guess. 

For years business men have been 
aware that a similar " pass-it-along”’ proc- 
ess is always at work influencing the 
behavior and effect of magazines. These 
men have known this meant the existence 
of more than one reader to each copy of 
a magazine. But—until recently—just 
how many more has been anyone's guess. 


Accuracy Supersedes Guesswork 


> This hiatus in mind, LIFE launched the 
“Continuing Study of Magazine Audi- 
ences” to replace undependable conjec- 
ture with dependable knowledge—to 
supply for the first time accurate meas- 
ures of how many more people are read- 


a baby? 


ing the four largest weekly magazines 
than are buying them. 


More than 20,000 interviews have 
been completed to date. Recent field 
work confirms the findings previously 
reported. And findings covering the first 
half of 1939 reveal the following rela- 
tionship between net paid circulation 
and true total audience: 


Magazines Circulation Audience* 
COLLIER’S . . . 2,744,475 15,800,000 
LIBERTY . . . 2,549,618 13,800,000 
Mec ec we we eee 19,800,000 
SATEVEPOST . . 3,103,019 13,400,000 


> The Study furthermore establishes 
what kind of audience is reached each 
week by the four largest weeklies. It dis- 
closes, for example, that the combined 
audiences of these four magazines, with 
duplication eliminated, comprise more 
than 40 million people—that is, more than 
one third of our total population above 
the age of 10 years—with most of the 
power of these magazines concentrated 
in urban centers, right where business is 
most active. 


In addition, the Study shows that the 
four largest weeklies reach considerably 
more than half of all people in the upper 


and middle-income brackets, as well as 
more than one third of the great mass of 
employed lower-income working people 
—economic groups which together com- 
prise virtually the whole market for 
advertised goods. 


New Advertising Values Revealed 


> Thus, the frve total influence of Amer- 
ica’s four largest weeklies at last comes 
to light—and is discovered to provide, 
every single week, probably the mos¢ 
inclusive, effective, and economical means 
of reaching America’s many millions of 
active buyers! 


These and other findings of the “Con- 


tinuing Study” have provided business 
with the most comprehensive and up-to- 
the-minute measure of advertising value 
that has made its appearance since the 
establishmeat of dependable net paid 
circulation figures. 


> Significantly enough, more and more 
advertisers are employing the Study ef- 
fectively to make the tremendous power 
of advertising in national magazines a 
more vivid and stimulating reality to 
their salesmen, distributors, and dealers. 


*Latest findings of the Study covering a 
full year of field operations—complete with 
tables and breakdowns detailing the above 
information—will soon be available. Sim- 
ply write or telephone for the report. 
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Short Cuts to Utopia 


Business men throughout the} its 
country, as well as those located 
in California and Ohio, breathed a 
sigh of relief when the news of 
the defeat of the ham ’n’ eggs, $30 
every Thursday plans offered to the 
voters in these two states were 
overwhelmingly defeated. The evi- 
dent unsoundness of the _ plans, 
which proposed placing a burden 
on the taxpayers and the commu- 
nity in general which would have 
been intolerable, was recognized by 
the voters, who expressed their 
common-sense viewpoint on such 
short cuts to Utopia in no uncer- 
tain terms. 

Depression years have developed 
many extreme ideas, which from an 
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distribution, and that unfair | 
methods of aiding one class at the 
expense of another will inevitably | 
dry up or destroy many sources of | 
community wealth, thus assuring 
less for all to share. The growing 
weight of the older groups, whose 
votes are becoming relatively more 
numerous all the time, means that 
they will have more and more to 
say as to how the earnings of ac- 
tive workers are to be distributed. 
In addition, we are in an era of 
social legislation, and public senti- 
ment definitely favors greater pro- 
vision for the unfortunate and the 
incapacitated. Social objectives are 
being set up on a national basis to 
assure better care for the unem- 
economic and business standpoint | ployed, the sick, the old and those 
are plainly unworkable, but which|who are otherwise unfit for the 
make a strong emotional appeal to|economic struggle of the modern 
those who feel that society in gen-| world. Thus, regardless of the de- 
eral should assume larger respon- | feat of individual pieces of hair- 
sibility the maintenance and |brained legislative legerdemain, the 
support of those who are handi-| trend will continue. 
capped by lack of employment, ill- From the standpoint of the ad- 
ness, poverty or old age. In most|vertiser and merchandiser, _ this 
cases these plans have attracted vo- | trend will not be altogether a dis- | 
ciferous and enthusiastic support | advantage, since it will provide ad- 
from the groups they are intended |ditional buying power for many | 
to benefit, while arousing equally | groups who have enjoyed little. | 
violent opposition from the busi-|And it will continue to create proj- 
ness interests and individuals who ‘ects for the capital investment of 
would have to carry the burden. public funds not only to provide 
It is well to remember, however, | employment, but to increase facili- 
that no matter how often these ties for public health, vocational 
plans are defeated, they are sure|training and recreation. There is 
to reappear, and call for further |no ready-made formula for univer- 
discussion and education on the/sal well-being, but the nation as a 
basic point that the state does not|whole is moving steadily in that 
create wealth, but can only direct direction. 
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Should Advertising Men Travel? 


of the most interesting fea- 
tures of the national survey of in- 
dustrial advertising budgets, made 
for the National Industrial Adver- 
tisers Association by the Engineer- 
ing Advertisers Association of Chi- 
cago, is the for travel. 
While the average, as reported in 
the Nov. 6 ADVERTISING 


One traveling by their advertising ex- | 
ecutives, its importance is 
yet recognized adequately. 
The old idea that an advertising 
man was a genius who sat at his 
desk, smoking a pipe and drawing 
inspiration out of the ether, has 
long since given way to the mod- 
ern viewpoint that an advertising 
AGE, is 1.66 cent of the man must expose himself to the 
propriation for all of the 416 com- people his advertising is addressed 
panies reporting, the figure becomes | to, and that unless he knows how 
more significant when it is shown|his special brand of consumer lives 
to be based on returns from 114/and works and thinks, he can 
companies which provide for this| hardly know how to help him buy. 
activity in their budgets, and which The need for field work to con- 
the tact distributors, dealers 
sumers 


not as 


provision 


issue of 


per ap- 


set aside 5.78 per cent of 
propriation for this. 


ap- | and con- 


is general, and applies no 


Thus it evident that the com-|less to advertisers in other divisions 
pantie vhich want their advertis- than to those engaged in the pro- 
ing men to travel, and specifically | motion of products consumed in in- 
provide funds for the purpose,|dustry. But the situation exposed 
spend substantially more than the | by the NIAA survey is important 
general average would indicate, and|enough to deserve attention as in- 
also that as yet they are in the | dicating one simple method of im- 
minority While the other 302) proving the equipment of the ad- 

panies no doubt permit some! vertising manager for his job 
< : iat ag 4 
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—Successful Farming 


A passenger insists on having his Pullman window 


opened!" 


Ad-libbing 


Cigarette Smoker 


Scout Grover Daly writes Ad- 
libbing a note: 

“In your column recently,” he 
says, “you say: ‘and what have 
you seen lately?’ 

“Note the enclosed Chesterfield | 


advertisement. How does the cigar- 
ette fit into the marine’s mouth? 
Has the artist removed a tooth in 
the upper row for this purpose? 
It’s a swell job and most likely I 
shouldn't be disturbed but the me- 


chanics of the thing bother me. 
How’s it done?” 
We don’t know, Mr. Daly, but 


perhaps someone can tell us. 

And while we're on the subject 
of technical excellence, another 
takes offense at a 
Harvard beer ad in a Boston paper 
recently, in which a_ too - ardent 
billiardist seems to be laying his 
cue squarely on the red ball 
Scented Selling 

We learn, via Sophie Goode and 
Edna Mayo, that Charles Mayer & 
Co., Indianapolis retailer, used a 
half page in the Indianapolis Star 
a week or so ago to advertise 
Baberge’s Aphradisia perfume, and 
that things were carried to ex- 
tremes by perfuming the green ink 
used as a second color with con- 
centrated Aphrodisia oils 

Considerable experimentation 
proved that a mixture of one part 
of essence to three parts of ink 
succeeded in carrying the flavor, 
and using this proportion for the 
entire press run, the retail store 
poured four pounds of perfumed oil 
into the gaping maw of the Star’s 
presses. Inasmuch as the perfume 
is quoted in the advertisement at 
$1.25 a dram, vou can figure out 


for yourself that four pounds of 
perfumed oil might easily have run 
into a substantial sum. 


Report on Texas 
Texas can be counted upon to 
become an increasingly important 


| factor in the orange and grapefruit 


| 


industries, a report from the Uni- 
versity of Texas reveals. Accord- 
ing to this report, only 10 per cent 
of the state’s 5,228,000 grapefruit 
trees and 2,000,000 orange trees 
are in full production yet, although 


grapefruit shipments from the state | 


have increased 791 per cent in the 
past decade and orange shipments 


have gone up 3,448 per cent. An 
interesting sidelight on the de- 


velopment of citrus acreage in 
Texas is the fact that 43 per cent 


'of the last crop was put into cans, 


rather than 


fruit. 


being sold as fresh 
Jottings 


Wonder why it seems so strange 
to see an ad for Consumers Union 


Reports in the current issue of 
|Franklin Square _ Subscription 
| Agency’s bulletin to its agents, 


among the advertisements of maga- 
zines whose advertisers Consumers 
Union doesn’t like. But if you’re 
selling subscriptions, you can have 
a 50-cent commission on each $3 
order for CU “Reports.” . . 
Employes of N. W. Ayer’s Phila- 
delphia office have their own social 
and cultural organization, known 
as the Curfew Club, which is spon- 
soring a series of 14 talks plus two 
series of lectures directed ex- 
clusively to women. Organized last 
year, meetings were held immedi- 


ately after 5 p. m., but this year 
Ayer has given the club permis- 
sion to hold a 45-minute meeting 


at 9:15 each Thursday morning. . . 

We're pretty late telling you 
about the cute Hallowe’en mailing 
piece of Walker Engraving Cor- 
poration. It was one of those jump- 
ing paper witches, with a card 
reporting that the night force had 
no fear of the ghosts and witches 
who might be gadding about, and 
would remain at their posts all 
night. 

Want to buy a pipe or two? Kay- 
woodie will sell you a seven-day 
matched set for $100. Or, if a set 
of seven matched pipes doesn’t 
seem to give you enough individu- 
ality as a smoker, you can have a 
One Month Matched Set (31 pipes) 
for $1,000, plus retail sales tax 


Informatio 
for 


a Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1560. 
lines. 


| How the dramatic background, 
| the facts and “feel” of places are 
| provided for press and public is 
| told in this brochure, issued by The 
| National Geographic Magazine. 
Illustrations from recent issues 
show how the magazine’s editoria] 
service functions for observers of 
the European situation. 


Back Drop for Head- 


No. 1561. KFRO Market Data. 

Radio Station KFRO, Longview, 
| Tex., has issued this file of infor- 
| mation about the East Texas mar- 
ket and its bonus territory. The 
material includes a breakdown of 
| the station’s coverage, and a brand 
| Srecesense study of the Longview 
market. 


io. 1562. Tourist Travel Through 
Pensacola. 
| The increase in automobile tour- 
|ist travel through Pensacola since 
1931 is shown in this study issued 
| by John H. Perry Associates. Some 
interesting figures are given on this 
highway hegira, with an indication 


| 


of the state of retail business in 
Pensacola. 
|No. 1549. A New Oklahoman and 


Times Advertising Campaign. 


Facsimile advertisements of its 
| new fall campaign are presented in 
| this brochure issued by The Daily 
Oklahoman and Oklahoma City 
Times. The purpose and aims of 
| the campaign are outlined in the 
| text, and its statistical basis is illus- 
| trated in an analysis of the present 
|use of newspapers by national ad- 
_vertisers. 
No. 1532. How We Keep House. 
Reader-Editors of Woman’s Home 
| Companion, a cross-country group 
of readers of varying incomes and 
_ages, who function in an advisory 
| capacity, supply the information on 
housekeeping methods contained in 
| Reader-Editor Report No. 25, issued 
| by the Companion. What they use 
to clean silver, lamps, pewter, win- 
dows, how often they do or have 
done the various cleaning jobs of 

the household, form some of the 
many tabulations. 


No. 1528. KFH—That Selling Sta- 
tion for Kansas and Northern 
Oklahoma. 


Interestingly and profusely illus- 
trated, this new brochure issued by 
Radio Station KFH, Wichita, pro- 
vides a thorough study of the Wich- 
ita trade territory—the station’s in- 
tensive coverage area. Details are 
given about the section’s diversified 
industries and the buying power 
they create, and also about the sta- 
tion’s programs and the people be- 
hind them. 


No. 1554. What Is Saturday Night? 

Newspaper, or magazine? is the 
question occasionally raised, accord- 
ing to this booklet issued by Satur- 
day Night, Toronto. The booklet 
doesn’t claim to classify the period- 
ical, but provides a lot of informa- 
tion about its editorial formula, 
advertising volume, coverage and 
readership. 


No. 1559. How to Benefit from 
Sound Films and How to Obd- 
tain Them at Low Cost. 


Some of the chief industrial uses 
for films, their advantages for prod- 
uct presentation, and other points 
are made in this new booklet issued 
by The Berndt-Maurer Corporation. 
The material includes reprints of 
speeches by J. A. Maurer, on “The 
Present Status of 16-MM. Sound 
Film,” and “16-MM. Sound Film by 
Direct Recording.” 
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JUST WHAT IS SPOT RADIO? 


IN simpLest TERMS, SPOT RADIO means buying 
time on separate radio stations — individually. It 
gives an advertiser radio-audience coverage to 
match his distribution—territory by territory. 

It lets a sponsor pick any number of stations 
for any length of program — wherever he likes, 
whenever he likes. He “spots” his program to suit 


the exact needs of his selling and advertising plans, 
and his budget. 

It's the oldest form of radio advertising —dating 
back to the first commercial broadcast in 1921. It 
offers a direct approach and a localized sales appeal. 

No wonder that while all radio advertising has 
increased 106% since 1934, SPOT RADIO has in- 


creased 156%. It’s the husky veteran of the industry. 


. SORE Mt WSTRIBUTION 
SS. 1 COKLED, 507" 
mM WATS MW BUSINESS / 


See the Angry Advertiser! He sells in only 17 States 2 “Better sell him off radio,’ shrinks 
and they want him to put on a radio program on Mr. Yes-Man. “‘Let's ask our Agency 


102 stations in 48 states. ‘, a for their suggestion,’’ hops in Resourceful 
J Rolio. 
ee +, ° ih ae foo hea a ae 


Portrait of Agency Radio Executive in act 
of: “I see—yes—all right—! see—sure— 
| see—all right—! see— perhaps we can.”’ 


Next day: “Relax, gentlemen!’ comforts 

Agency Radio Executive. ‘‘The situation 
is saved! So are your jobs! Radio can be tailor- 
made to fit his distribution!” 


5 “You can spot your program wher- : 6 “That, Mr. Agency Man, makes sense. What a 
ever you please, whenever you please, boon! What a saving! So you call that SPOT 
on any open period of any length. That, RADIO, eh? Well | call it swelll’’ 

Mr. Advertiser, is SPOT RADIO!” 


S POT RADIO For any advertiser or agency executive who wants to see how SPOT RADIO can meet 
IS BROADCASTING WHICH YOU CAN SPOT his individual situation, we shall be very glad to suggest a specially prepared outline. 


EDWARD PETRY & COMPANY 


INCORPORATED e 
Representing Leading Radio Stations throughout the United Stotes —individually # 
Lk 
ANY TIME ANY LENGTH ANY WHERE Offices ins NEW YORK + CHICAGO + DETROIT «+ ST. LOUIS 


SAN FRANCISCO LOS ANGELES 
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Says Druggists 
Are Disillusioned 
with Fair Trade 


Association Warns 
Manufacturers That Re- 
peal Is Likely 


New York, Nov. 8.—The once en- 
thusiastic aeclaim of retail drug- 
gists for fair trade has worn off and 
has been succeeded by indifference, 
the Toilet Goods Association, Inc., 
warned members this week in a 
bulletin signed by Hugo Mock, its 
counsel, 

“If it is the desire 
industry to continue 
of fair trade laws,’ commented Mr. 
Mock, “it must show some of the 
zeal in maintaining them which se- 


of the cosmetic | 
to avail itself 


cured nationwide support for their 
passage.” 
The new-born apathy of the 


druggist is ascribed chiefly to the 
influx of new members of the trade, 


who, after bitter experiences in| 
other lines, hailed with thanksgiv- | 
ing a field of effort where profits | 
were “guaranteed by law.” This | 


multiplication of retail outlets was | 
said to have caused a division of | 
volume which makes it difficult ex- 
cept for the most skillful merchan- 
disers to continue to prosper. 


Have Helped Producers 


On the other hand, fair trade 
laws, according to Mr. Mock’'s an- 
alysis, have proved a stabilizing ele- 
ment in the distribution of nation- 
ally advertised cosmetics, they 
have prevented wholesale predatory 
price-cutting, and in many cases 
have made easier the distribution of 
those well known commodities for 
which there is widespread consume 
demand. 

The attorney pointed out that 
there has been a barrage of publici- 
ty unfavorable to the maintenance 
of the Miller-Tydings act and of 
supporting state laws, and that ef- 
forts to repeal them are not likely 
to be relaxed. 

“It therefore behooves every 
metic manufacturer who is in favor 
of the retention of fair trade acts 
and of the Miller-Tydings act,” he 
warned, “to support the existing 
laws actively and to fight every 
threat of their repeal as dangerous 
to the real and continuing inter- 
of manufacturers, distributors 
and dealers of branded commodities. 

“Since a large number of 
metic manufacturers have availed 
themselves of the benefit of the fai 
trade acts, perhaps they now feel 
that all manufacturers are now in 
the same position toward the dis- 
tributor, and that relatively they are 
no better off than they were be- 
fore. It is among the possibilities 
that all of these manufacturers have | 
profited in making their distribu- | 
tion more general and less troubled 
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|ated distributors 


jthat they spent in 


by price cutting waves which ‘distin iii that it must make up its 
and destroyed|mind whether it wants these laws 
jor not. The survey of the govern- 
ment now being prepared by the 
|Federal Trade Commission on the 
leffect of fair trade laws and its 
findings will largely determine the 
|future attitude both of the admin- 
istration and of consumer groups to- 
ward these laws.” 


good will. 


Must Take Stand 


“This is not a plea for or against 
fair trade laws, but merely an at- 
tempt to view them objectively. It 
would appear that leading national 
advertisers having fought for the 
principles of fair trade laws for so | 
many years, are much less vigorous 
in their defense than might have 
been expected. There are disquiet- po ened a sy menctat ee 
ing signs of unwillingness to spend|°f Paper products, has appointe 
anything like the time and efforts | James Thomas Chirurg Company, 
: : Se Boston, to handle its account, effec- 
in keeping the benefits of these laws tive Jan. 1. Magazines, business 
securing their | papers and direct mail will be used. 
enactment. 


marle W. Lancaster is account ex- 
“This is merely to remind the in- | ecutive. 


Gets Nashua Paper 
Nashua Gummed & Coated Paper 


McDonald Again 
Heads Controlled 
Circulation Audit 


New York, Nov. 8.—J. N. Mc- 
Donald, advertising manager, 
|conda Copper Mining Company, 
has been re-elected president of 
Controlled Circulation Audit, Inc. 
Frank L. Avery will continue as 
managing director. 

Marshall Haywood, president of 
Electrical Publications, Inc., 
been named vice-president; 
liam A. Wolff, advertising manager 
of Western Electric Company, re- 
elected secretary; and L. C. Flet- 
cher, vice-president of Gage Pub- 


Ana- | 


has | 
Wil- | 


| lishing Company, re-elected treas. 
| urer. 

| New directors named at the an. 
| nual meeting held here were V. 
| Van Diver, Union Carbon & Car. 
bide Company; H. H. Simmons. 
| eane Company; James R. White. 
Rickard Company; Harvey A. Scrib- 
ner, Russell T. Gray; Lansing 
Chapman, Medical Economics; and 
Mr. Haywood. 


McMillan Featured Speaker 

Featured speaker at the meeting 
attended by over 100 CCA mem- 
bers was George S. McMillan, sec- 
retary of the Association of Na- 
tional Advertisers, who discussed 
the investigation of the consumer 
movement reported at greater 
| length at the recent ANA meeting. 


the 

redu 
tire 

hono 
card. 
Gooc 
lowe 
sca le 


the ' 


aah re SES at BR ee OR FEE LOOT Be ¥ * : mr ly br “ See oe ye 5 9 ys een x 
, i hana : : : ie hae ae , = ’ Sane ‘ : : ‘ ° . 7 7 = Sy 75 
Ps : . 
= 
aus | ee SC Nov 
ag ————— ———— “4 
a 
| . li f 
} 
A § 
a 1 p 
ee 
Ak 
* side 
7 
{ 
Saree 
ce i — 
ay = 
a ee ‘ 
‘oe ¥ — BS Bes ‘ 
a : : : . * 4 se Sed a 
= a -_ ee ik . 3 
a | im, . oe 
a ‘ . oot qi Be = + oO 
: | Pees oS - ™ Sy a . 3 a Le F 2 
: yy bod Pe * , ’ Wig: 
ad ee ae: ; oe 4 ‘ Pa) 7 
| . "ie aos ee lela NS ’ 
™ J Ber Be ee i nee : ’ 
| 7 4 Sia ee ae i PE fare ; si . ™, 5 
bs gS ¥. gaa 5 es 4 i % con 
a ee lt ig . 
: ¢* 3 8 Le a eeu Sai 4 4 \ 
ae ts 4 2 % sitet ie * ae a 
ii: i ee Bis, Re iy al ; 
aa % al ‘4 a - ae : ae 
ae i: ad Fe is + iy ae gig 
icra Ps y ge am $e Sh ai SS ia ad Poe ae see x ee: 
— aie ig, ee : ene a £54 ie 
. 4 i Bis ee" as ht ¥ ee Oe a eg 
ea © ~~ — — : . ie a a 
~ ' : a ; , a 2 ” 
: * * it : es Se ae Ie o—_— ee 
= a ‘ ee e.* +. See  , A i : ; 4 y 
(a ft P we ” P asi 7 +h ii f 4 . ~ J 
i pai ie gt ee oy Pas oie i 4 a ah i a =" is ‘ (Som . rs Vag bs * 
25 = #5 5 : ‘* - & See ——-. * fae eae ee. i 
= a _ a Ae ae 
Fe. 5 x — in x = C E: 4 4 2, 3 " " 
Ba i Sg Bi ear ee 4 " ~ 4 Se “ ge ss ‘ pi ‘ # 
7 aed aes pesmi eS pe ene : eae fs a ~<a j ig Delo eee de 7 
1 oe TE a, Se ah yt ee he . oe is oh oye ; ee eee err. 7 7 
ae oe -e eg’ D. < faglentaes oe fe oe Bae ‘¥ Pe ‘ fo. et ee 4 aie ee (2S 2 
: aM i 8 iS) RNG ee i ie . ss i By ter cl a a " “ ns pia Cee aot 
: .: <i i tae 2 | AEG yi, : aoa Si gest it ‘ a pee ey * a slate et te alee ‘5 
- Bi ge ae Eee? . heey : . 4 ne, eee | f 
: i. a ge id saa % i sash ae i 4 ae oe Some tr an. ~ 
x as pt ° ill ee ‘4 aati ea fe Lo il a oe. “es 7 uaa “ a 
oA ot ee gal . a 4 a g ee ys Cl ' 
i AS sg aa eee ail ? i eee et ; : ee 8 4 a - faa 
pote yee ae r: we eee. bine Ghee or s ps ee F : on stl ae te F Pec ss } a , 
| dein D5 Oe PON ES Oe daar: ae s ~~ aan pase eee SF a EE - 
ee ede ae hk. gigs ee a _ We? ge A y , % . a. é genes 
wa i el iS Mite OR Ty aes , : ae a ae oe mee 
i me i Caw | | ee ens 
aaa: Pith: xe ee a eee , nits aia x ar ae ae es So: le 
gene ee eet “ny: le ae ae ee oe ee i eas Sm oe Beco? Fe ket een a 
ae boa iy eke es wk i ek . igi OE Baers. 2 P sites § em a . = i at ea S Fas “a 
ee eh SIE MEN le Oe MeO «Ge pe FR ae ie er a as bg — Paget Sr ae 
- Ree ge oS te ee Sw see Pi # ae Sa Bit jess! ei Min nt 44 
op ag hd fet ‘ii £2 Ree. ak ae gi ia Si ae ‘ en 
Be ' Pita es ghee s moe” YS a = * 2 Bs Bae y 
i. ce oe er a ae Ye So iz a Yee. eee 
ss Mi. - ¢ ix: <a F Z Di a eee ata . ‘ ait be Pe i Bi oe 7 7 = re : 
% a Rael - aaa ve as e ai, SRE Eh Reg SP oe oe LO 5 aaa a 7% 7; ne La ng , 
: : 3 ms, Yor a ere rie FS if Bet i eG at rare eee gs Bees oe ie i a “ 
he’ af veils "i alae ae Pe: Mies, ae Megas eens Bi ae ae ie ie, > te- we gael 
iS Bin ie" 2 ak ae ae nee BR <i te 7 be. ae s ies ee Ten eee ies : ene eae a 
re a eae Ba ee sits May eae 5 he Bere >. ae gh tees : ae ie: ey a gio eee 1a % Cs Ye «ft . - « “ta P , 
2° “er eat ME pee ke — > Re es Aye ee Peay 29 See tke Sy Tae Fe 
a fe % Be by Fg y at lll . oe Bs Pee ae we ee lk, ek. : FF. : 
E a i ec ie a war , ihe ee . as $ : oy ee ee —— * ei —. 
ee ; i a a a al Si Se a 
Po “ee ; ea él oar a 4 od iis eS Am, : ee P j “ 
ae ‘ tegin egal pe Bs pho mm ese. ? ; » 
a 3 OP ies Ser ee oe ll rs oe: ag ; % a .. ‘ a a 
q . te a0 Fined Pee s 4 : e ai ses ne Sieh < et E wi a 
oe: i. Par sf ee - P ikea a so Rae it ule ie : 
— - er oe Cee | , o - Ye gh ‘ ge ie  ! i ee e a 
ae 4 i oS ner g — ae RE tere ai P 
a 4 “ tees a a a _ ae ae oa 5 gf 
a 5 oe a ace a a Sih 7 si a Be go i aia . BR . Pe ay : 
‘ oe ; , a ail Z a Se —— ee i gy ee 95 eT, eee S gee. ei j 
gis. § a . * aa i . sgh = gga * | a P Y ; 
ae 3 , wien g oer £ = has Mk a yo a’ a j 
: i. Fe a a “ oie a ; 
; a bi F 4 SE Aas * ‘4a | A | 
B en — — » | | 
a . ‘ we te ae ig : 
ee 4 ee. ; ss get ; 
a Be j ON f 
wee i \ Pe oe — P F _ 
A - ee = ee 
) a — Yi » 
ve a — Pee . Pry 
¢ ies a ae ss ee ‘ ee 
ie. Cll i" (AERO UE) Se uw ee 1 
ee , reget oO : 
> ae , ing: “Es pr ——so e saelh a é +f 
- @ . : ae fA han em, © Rgamees - ¢ SR _ 
. = m9. See eae ee se a sie : 
. Ris , weer a Oe i at ar em PAE é mm 
Ae rier — te i Pai, a aa a as ee > 
a | $i ei os iin! a Pe oe (ke . = 5 i 
4 ae fo ge . ioe ey — - ee Ur Lig ae are ete § <a Re. on aie Ba ites a ae i ale 4 
o Pale ries ast a eee et i. : le ee rs . >: 7 ge som: bs Pod Pe 4 & =: ca oe ‘hee : ‘ — ES an m . 
eae: PAL en oe Se eee ee ee o Tan totes a” —_ nF mig po it eT a - ‘ aT eS ge 2 oe * ya 
Pee on: aa ae ee a és a — ‘ eee VA ae, ry Aas, Wate pmax = a <a pe a.” 
reese ee ie eS ee eee ale eed —_— 
‘oii ? Mae gy 7 4 et ee i a UE fie i Ree © oe —— j iad j : ca pe 
i ig atari. y ieee Oe +S ie Pe ae +s _ mer — 
AN i pane ra. Pigs - ai ‘ee 2» Age ew) an a * se ad all ¢ yams. at ls Bn a ¥ oe 
ie : ra . r hes Serene ) ss 7+ Ze pe oe aa pine aa ee 
ve —_—_——— — i ae -” a ie ; 5 La } “ig . aa fe er 
+ : ‘e bis al Oe Naren ‘ ana? ‘ ’ ul a — 
5 : at aft ap + Ee oe — A — 
Sas ail ” 4 = . es y 
7 a8 ae , z wn ial Mey “4 gh 
J , cae = = f gi 3 i eel anil ae al bape y 
; ig : ; ‘ Maree ae ere ee a a: - + 
ills - r - Res % ae xsi - — | se > = ‘ E 
‘ | a ioe a ee ae ial % 7 5 
| ‘ 7 » ¥. if ; i | - t 
__ : Ps 4 t 7 ee, ‘i : % * : 
7 | = ; — , % St Pp Hii # a 3 As ‘ 3 6 all 7" 
—_ F ; : a Fs i ‘ oe 
9 ce 7 —_ va ae — 
ie \ = — _ “ bie ee Ecko er ok jen = 
—— ; . Rea uit = i wk . a = 
jer DX = =| , LR Pasi ee. re nn a 
hia - VW ——, { see, $ ’ Rie ale ie Ue, es 
—— § i ti ial : | eee z ‘ 
| Yin 9 4 eh i 2 
5 3 oe 3 ah Wie ae % ¢ 
PAGES @) or oe ee io, To —— 
evn Showing y how labe's ¥ 2 iid es hy ; ee rs = ne hy ok 
. oo % 3 RP se - 4 ag " + - - see a 
ce stick to the sob < L pas 7 3 Le ee x . : a ir? be wee: J : _ e ; 
oy ao AB ee ai ros oe rs — Os ea oy ¥ ad i ‘ ea fae 
Se a letterheads envelope: L S$ ; . rr ey ae : rr ; om — Bk 5 3 7 ; £ es | i — ——- 
A i *° eee a - . . Brad. Srat : ae ; ; ye oa. ¥ om 
packages and ¢ ede pt ‘ |e ie © RE pee ae. cull F uae he ia? ' 3 é ; er 
ll Sie te | ) aE =e — ei a. ns Yai : af y ‘iia 4 5g 
& rs € coupon te Hi) 3 i , ‘ 7 5 . wee i - i x a é a tree me % bd Le 
the ‘ NS he — . 1 ; ‘ oer: , . 2 ’ 22 > - 
fe aan ‘ — # : al yo ; ” 3 sie 
, «= i ee — — ae ae a" xz # vale r ai Ti oS 4 
ze A a , d San" ; " . » it 3 : ar E 
| 7 lL Giperalion c= - he a. - y a ; . : 
= 24 ae oy 
; . Ny: 2 . S 4 
ae ae - y 3 
“i ni . 7 = . ° ~ a alk et “a “3 Z  - 
: ‘ ii? “ia a " oo 
pa a Ry J a ee ae eS re i; ee 5 Pe 
4G P ~ é ee cL ye naa te - ip : 
e . < aid pain a hd _ ; " 3 See a) 
a > ‘s ne ‘ ’ yk 
: =: 4 ee ae ah 7 
‘ i. a Y; .s : a , 
4 . oe —— ut = ‘ acy 
oy. > 
P ‘eo ; < g P 
wt ¢ 
tee <. * ad - » * ee 2 , Se ia so sea : -.: iN ; ; x E : , em ae > ef ee fb. ; ’ i ae 
— i Prt < ca 4 4 Mg +s é : “Te, Nall a x = > wx ce a ; ow 
Le : : we : rg : a ‘e Ta 
f & Tere = = 7 x - > . 
ae — +p bebiblede eA ats it g a ak a “ \ : " P 
ae = 7 re i? 2 = 


November 13, 1939 


ADVERTISING AGE 


15 


a 


Tire Makers Drop 
Spring Dating 
as Prices Advance 


Akron, O., Nov. 8.—Beset on one 
side by rising crude prices, and on 
the other by Goodyear’s surprise 
reduction in tire quotations, the 
tire industry has tossed its time- 
honored spring dating into the dis- 


| 

States Rubber Company is reported | another for December delivery on 
to have ignored the Goodyear re-|a February-March-April payment 
duction in consumer list prices, | basis. 
and to have reduced dealer dis-| No orders are being solicited 
counts without changing consumer | now for delivery after the first of 
lists. the year, nor are manufacturers 

Tire manufacturers admitted this | offering any price protection on 
week that they are unwilling to|orders for November - December 
commit themselves to the new | delivery. 
prices any longer than absolutely —_—_—_ 
necessary. Hence spring dating, | Holbrook Joins Wesley 
which customarily started Nov. 15) Rossiter Holbrook. formerly vice- 
and virtually froze prices until May | president of Frank Best & Co., New 
15 under a guarantee to dealers,| York, has joined Wesley Associates, 
‘has been abandoned. In its stead | New York, as an account executive. 
has arisen a short-term winter dat- | The agency has been appointed to 


Students Take Over WBAL OFFERS NEW SLOGAN 
As a feature of Education Week, | , 
School and Baltimore City College Think of THAT ‘ 
took over complete operation of ot 
Station WBAL, Baltimore, on Nov. | 
10. Every position, from RET | 
to office boy, was filled by students, 
with girls broadcasting fashion and | 
movie programs and writing “the | 


tinuity and boys taking over the 
jobs of announcers and engineers. 


A 
a 


ANA Adds Two Members 


Campbell Soup Company, Cam- 
den, N. J., and Rumford Chemical 


457 BODEDS C)/RGERAIOR RAN 40) HOW EE WCmE Wt mt c 


ee ROP oO He 7. wt waren 


isi iri y rea pod — fv —p mr “a an One | 
- card. Meanwhile, Firestone and ing program under which manu- | mee aaPigpl peg 1 agg a jee wa peer a ang Ss SSSR Se we g WO a 
- Goodrich have announced new) facturers will solicit one dealer | Pro@uct o FIGnt BH. Daxer, Inc. s socié weenndeopien eee eee 


| eaten? y ‘ aatia nae 
lower list prices and new sliding | order for November delivery, with pag noe te Rr Peng 
scales of dealer discounts to meet deferred payments falling due in| yted in the United States by Swed- 


the Goodyear competition. United | January, February and March, and|jish Produce Company, New York. 


of National Advertisers. Harry F. 
Jones will represent Campbtll and 
George W. Penny, Jr., will repre- 
sent Rumford in the ANA. 


ame : FLORIDA GRAPE 
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oe amnem ose 
Florida citrus growers streamline a popu- 
lar panacea. Newspaper copy carries 
the slogan: “Good for what stales you.” 


| 
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Safety Device 
Impotent, Says 
FTC to Wahl Pen 


Washington, D. C., Nov. 
Eversharp fountain pens leak in 
about the same degree and under 
the same conditions as other high- 
quality pens, the Federal Trade 
Commission said today, in ordering 
the Wahl Company, Chicago, to 
cease from representing, through 
|the term “Leak-Proof,” that its 
| pens will not leak. The Commis- 
| sion also ordered the company to 
cease misrepresenting the ink ca- 
pacity of its pens. 

On this score, the FTC said that 
the Wahl Company had advertised 
that its pens hold more than twice 
as much ink as those sold by com- 
| petitors. The ink capacity is sub- 
| stantially less than that claimed, 
the FTC asserted. 
| The Wahl Company has adver- 
tised in magazines and _ other 

periodicals, the Commission found, 
| that ink cannot leak from Ever- 
|sharp pens equipped with the 
| “Safety Ink Shut-Off” device, when 
hen pen is uncapped and the pen 

point exposed, and that ink cannot 

|leak from the pen into the cap 
when the latter is screwed tightly 
over the point. 

The Commission said that under 
| certain conditions ink can and does 
leak from pens equipped with the 
shut-off, but in no greater amount 
than in the case of other high qual- 
ity fountain pens not equipped with 
the device, and only under sub- 
beanies the same conditions. 


ii—_ 


Perotka Starts Agency 


Edward F. Perotka has estab- 
lished New Mercury Advertising 
Agency in the Hearst Tower bldg., 
Baltimore. The agency will handle 
advertising for Seven-Up, made by 
Dr. Pepper Bottling Company, in 
principal Eastern cities. Mr. Pe- 
rotka was formerly district man- 
ager of Alexander Film Company, 


reased needs 


ons — 
on Changing 0 . rahip --* our ee ees : ' t editorial aim 


| Baltimore. 
reade : ye-makt ‘ee sure tha ‘ole cops iia aaa 
ee oes - ‘Want horme= mo wel »a single . == SS 
wp SCOOP in brilliat is Written ye ewe, Before vader 
vs ol anothe edie and q fore a word | al yull a-eV a A he arty ree 
\ne making reader ™ Ve -ader-ntere> mediate an * on promt 
. some - . anon the ree cast yinit ‘om yanlo vl 
Here th ‘to “mation on Ce Eadie , interest » * pont a = we n= ‘ jvertising - “a The Compal 
+ te morte ~ader-t sarrent ! ; ereuk wles, at yey. 
inside - { our Rea of curt sar oF » 0 arti Jean é 
es from » matter footwea yore angea YY - " 
-ferene' yy sone 1 adlet. All vl res} e arran alls tie 
pre wy them © ace po all fle sale viet : wniy.>:* 
We quer . food oF é » ving beck. ttern of- ae jio shopper wits 80 more rly lige 0 deep- 
..makers + * sports COME Te ey form a pa on’s rac ypanion ee Selling | 
\rornne we And the re} A Quickly thes ant? develop: Only the Con \ Iv. « ompanion aa \\"' 
fan the ink hardly dry Yo com ew wa ee - often. pose fallow= through > 
‘ > » \ am 


-s 
*, 
ore * 
‘> ee 
S 
e ee 
J . 
Tal 
=f. Ed 
aa ] - . “ : - 
mf +4 a % ¥ ‘ 
a ae é co Ejiand ¢ a 
ays “i is » gg < Te 4 * ¥ . = Hu Fra it, ? ’ 
4 x 


-~ - | ’ 
—s By Pere ai 
Ae = P 
2 i La Bs : 
\ pe ee 
4 ey ig -_: 
| ad) 4 
. : an: yee we > q CT Tr =— 7 " 3 
oe a a . , 
farsi a | —EE my 
es Sigs ee Pay 7 Sf tia, ~ . 4 = 
oo aad ee a | Fs 
a ae ‘ i a gies eee ae : i F 
f *;, i" te; ra if ‘. ae és ar’ = ee sis fee. ° ua : a 
Bee 2 sae iam ‘ a foo we * . Aeeete - ; 
a Et ee. eee sis Roce eat os 3 ; A ae oe ee pas Sa S — eo ° * by 
oy Ver rs ~~ ats 
: > oe a oe ee = ioe ‘ = * G ‘ bd 
4 a _ ee oa 4 : ie se - “sy ' | 
; Bd a ¢ "4 ; a ee ' sien se. ? oe tt - 
* ie 7 ae ' wcaccts ae a) * . = oe : . : -" -: : 
i k ‘i P * gala = va fe ge F Re ae as : 7 r ‘ a ‘ 
a “ oe... DS ee Sa 35 — i wee ; oe 
rm . r 4 s a P. ar es, 4 ‘ 3 z OS a ae ‘i a" 7 nad 
4 hee ee ." a » ie ee a . a a i Le. ge ee 4 oe me a 
ne pe - a erie Beye ® j CF. tak Pye eT er 
ae a aa ‘we . Ma eit. ae iia hes 
hota ete eee en 2 a ‘ 7 " ¥ eee eS a 
* ee ass % is ‘Ae ei : le as eae me oe ; 
‘ / bo ae hii i pert oe ey "% " ae “° . ie . a ae ee Mi - ‘ , . 
x ah nS a 7 yO, tee " | 
— 7 ay an * lees. ai uf eS ee a 2 per plaemanllila a 
i oe Se f eae nee : ei x aa IF i eee A 3c, ee ey ae = “ ye fe Me Pye aie sou aS 7 
a 7 ae ties . 4 - - Be o % ae af ae 3 , £. ce . Pe ed es 2 a “7 a ae a | 4 
: e a . ¢ - an : ee aa eo .. wi < elite * Ed itl ae ioe ¥ ; 
yf a a. | sad . ed Pi = ae ~ ae se sani c i, 
a a: a Ree c s Kt eae _ . c- 8 -_ iol res * ie Se 
ei — ~~. fy e@ Be ae hat 
—_ 5. ‘ ,- 4 ae. «= 
i 7: a i a 
cs : ie, : of a F : . 
a ¢ 7 Be ‘ Be ‘ : £ P, 
4 ave E ne » 4 ‘ =e i is Nad 7 i oie - mage Si ‘a : ; i i nn a ea - baer a = 4 . 9 : oy 28 Pie: ae P by — si 
oa ‘idl aa at, 3 we ig =. ee 8 it, T~ aes > ‘e * 
is ee. i, : e 2 % 4 Pied 7 ba oe cf : a , a a Pr. as bel J 7 a. “. iy 2 = - - # e. . 4 : a 3 : “ir ; 4 ‘ 
ie . por : og a. a ie pe _. ane? nti * cee ne ee ee tig 8 S a Ie j rate ? 
— : ae Ane cee es tea gt in a | he mae , . —_— 
fe 
Eaitors Speeds M0 ‘ 
n Netw _— 2 g00 Rea et . . ee a 
a ty 7 a 
. e ‘ j ve 
L : 
‘6 05 } a 
oF aa Be 
- | cain 
— ae 
aa an 
ox — 
oe te shape OFP 7 
ings + old buy te urges seeking ™ . 
Inspired and informed bys the res elation® 0 . . 
c ° ‘ ‘ka =i? ri 
2 0) advisers «°° an exact open -sec tion of 4 ommpantien wor | 
. Le = ™ a 
. WOMAN'S HOME ; se 
* , See 
# 7 “+4 A 
= > « * : eget 
AERCHANDISIS p A pe 
4 d Clinches Sales | , 
creates Demand -- - deers 
“ man's MAGAZINE — 3 130,706 Aer 
a LARGER crRCULATION quan any OTHER wo 138, y Pde 
- biter : ai ot Se i ne = :  . a, ’ ce 4 ; 05 ‘ed 
_ 3 2 a a - r a ; a 4 ; m 4 — bs 
pare eae Aas ~~ ei aa, Sages a % ee . tities. 0 i. 
EK. ss ere. : 7, z } ae pe = ia Le L : ve Jpn 
" 7 a ole A e 7 a | | are ‘ J “d 
j ~ : oh pee aE a 
{ a KAUFM —_ | 
s FMA Ye 
‘" 
$25 S$. WABASH AVE . ~ 
CHICAG r. 
TELEP SO ; 
HONE * HARRISON 313 - 
2 


16 


ADVERTISING AGE 


November 13, 1939 


Musicians Would 


and operated stations, but not net- 
work key stations, to increase their 
annual expenditure for staff musi- 
cians by $1,500,000, bringing the 
total gross annual expenditure to 


arately, with independent non-affili- 
ated stations, which were repre- 
sented at the meeting by Harold A. 


| Lafount, of Station WCOP, Boston, 


as president of the National Inde- 


‘Hennick Heads 


New England Group 


R. M. Hennick, Waterbury Re- 
publican and American, has been 


en —_— 


DISPLAY ON EXHIBIT 


Up Radio Income 
by $1,680,000 | 


$3,000,000. This plan was carried | pendent Broadcasters. IRNA was oe eee tte 
out during the two years beginning | represented by its president, Samuel Advertising Executives. a | 
Jan. 17, 1938. R. Rosenbaum, WFIL, Philadelphia; Other officers are Arthur T.| 


Upon expiration of the present | Walter J. Damm, WTMJ, Milwau- 
agreement on Jan. 17, 1940, the| kee, and John Shepard III, Yankee 

New York, Nov. 7.—An increased | Federation will require an annual | Network. The networks were rep- 
annual income of $1,680,000 from | increase of $1,500,000 in expendi-| resented by Mark Woods, of Na- 
radio is the 1940 goal of the Ameri- tures for staff musicians, bringing | tional Broadcasting Company; Law- 
can Federation of Musicians, it was | the minimum to $4,500,000 per year. |rence W. Lowman, Colu m bia 
disclosed last weekend as the execu-| In 1937, the Federation required | Broadcasting System, and Julius F. 
tive committee of the Independent | the three national networks to in- | Seebach, Mutual Broadcasting Sys- 
Radio Network Affiliates met with| crease annual expenditures in key | tem. 


Brush, Manchester Union-Leader, | 
vice-president, and Henry M. | 
Healy, Holyoke Transcript, secre- | 
tary-treasurer. 


To Southwest Dailies | 


Southwest Dailies, Oklahoma 
City, has been appointed advertis- 
ing representative for the Clinton 


the union’s international executive | stations in New York, Chicago and| Since the radio representatives Daily News, El Reno Daily Tribune, 
board. The indicated increase does| Los Angeles by $60,000 per year | were not empowered to make any and Hobart Democrat-Chief, all in | 
not take account of the union’s de-| each for staff musicians, this ar- reply to the union demands, another | Oklahoma. 


mands on_ independent 


have not yet 


stations,| rangement also having been con- 
which been made|summated during the past two 
public. years. The Federation now asks 
The affiliates would pay the union | that this increased expenditure be 
$1,500,000 more per year than at| doubled Jan. 17, 1940, and that each ‘Silberstein Moves 
present, under the new proposal. In | station spend $120,000 yearly in ex- Alfred J. Silberstein. New 


meeting will be held Nov. 20 for ———___—— 


this purpose. Shifts to CBS 


Station WCSC, Charleston, S. C., 
will change from National Broad- 
casting Company to the Columbia 

York, | Broadcasting System Jan. 1. At} 


1937 the Federation required the cess of the amount of 1937. has moved to 9 E. 40th street, New | the same time WTMA, Charleston, 
affiliates, including network owned| The Federation will deal sep- | York. will be added to the NBC network. 
| 
| 
} a 
. rs This display, which won first place for 


Minnesota Federal Savings & Loan Asso. 
ciation in the annual competition of 
United States Savings & Loan League, 
is being sent to several Western states 
for exhibition. Luther Weaver & Asso- 
ciates, St. Paul, is the aqency. 


New Seiler Agency 
Gets Borg-Warner 
Household Division 


Detroit, Nov. 8.—Following pur- 
chase of an interest in Wolfe-Jick- 
ling-Dow, Inc., by A. Walter Seiler 
president of the Cramer-Krasselt 
Company, Milwaukee, the Borg- 
Warner Corporation has _ placed 
practically its entire household 
appliance advertising account with 7% 
the local organization. ; 


a ad 


The agency’s name has been 
changed to Seiler, Wolfe & Asso- 
ciates. Mr. Seiler will continue as 
president of Cramer-Krasselt. 

The announcement of the ap- 
pointment was made by James A. 
Sterling, general merchandise man- 
ager, Norge Division, Borg-Warner 
Corporation. Mr. Sterling said that 


FOR GOOD 
ECONOMICAL 


Seiler, Wolfe & Associates. will 
handle all advertising and _ sales 
P R ! N T ! N G promotion activities of the Norge 


Division, Norge Heating and Condi- 
tioning Division, and Detroit Vapor J > 
Stove Division of the Borg-Warner 
Corporation. 

Mr. Seiler will be account super- 
visor and Ralph L. Wolfe, contact ff) 
executive. i 


Conducts Sapolio Drives 


Enoch Morgan’s Sons Company, 
New York, is introducing Sapolio 
powder in Erie and Rochester with 
a campaign featuring a “double 
your money back” offer. A window 
display contest for dealers is in- 
cluded. Irwin Vladimir & Co., New 
York, has the account. 


Printed advertising can do an economical selling 
job — if the merchandise, the message and the 


AVAILABLE for SPONSORSHIP 


SEND FOR mechanical production all CLICK! You'll hit the RAYMOND TOMPKINS 
sal >a bull’s-eye if you specify SARATOGA ENGLISH 
a oe our neu emon- FINISH — for : he b f the iob d TOP FLIGHT COMMENTATOR 
- ies stration piece “Hit pes ts lw Phagelce se Aalto om 
Se oa Dita” onli onaee Saratoga folds well, dries quickly and gives ex- 


cellent half-tone reproduction. You'll save money 
if you use SARATOGA, made especially for 
low-cost production and available in White, 
India and six colors. 


INTERNATIONAL PAPER COMPANY 
220 East 42nd Street, New York, N.Y. 
Branch Offices: BOSTON 


7:30 P. M.—Mon., Wed. & Fri. 


A popular and successful news pro 
gram with an enthusiastic follow- 
ing. Talent cost: $100 (net) 
weekly. 


good advice on pre- 
paration of half- 
tones. Address your 
request to Sales 


Dept. F. 
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Most of the magazines in the group screen and romance 
classifications were established many years prior to the 
advent of Modern Magazines; yet, almost immediately, 
Modern Screen and Modern Romances were recognized 
by leading national advertisers and lifted to first posi- 
tions in the group field. 


Now nine years old, Modern Screen has held first place 
five times out of nine among group screen magazines; 
Modern Romances, seven out of nine among group 
romance magazines. For the past three years, both 
magazines have been tops and, for 1940, Modern Maga- 
zines will again deliver the best advertising buy in the 
group field. 


The remarkable success story of these two magazines 
testifies to their tremendous vitality as advertising ve- 


hicles. Check your advertising program today and make 
sure you too are enjoying the profitable benefit of 
these leading magazines. 


MODERN SCREEN + SCREEN ROMANCES » MODERN ROMANCES 


The Widele Class Group : 


149 MADISON AVENUE, NEW YORK, N. Y. 


* are 
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Chicago Auto Show 
Accents Success of 
Preview Campaigns 


Feminine Spectators 
Cited as Optimistic 
Pointer on Sales 


Chicago, Nov. 10—A_ record 
crowd in a buying mood warmed 
the hearts of exhibitors at Chicago’s 
40th annual Automobile Show here 
this week and gave evidence that 
the preview campaigns launched 
earlier in the season by manufac- 
turers had successfully captured 
attention of the public. 

Another trend cited by experts as 
favorable to the automotive sales 
picture was the increased propor- 
tion of women present at the show. 
The man may do the driving, but 
the woman is believed to dominate 
in the selection of the family car 
and this year’s feminine contingent 
is said to be more interested than 


ever before in both the mechanical 


and style features of the new mod- 
els. 

“Women are naturally interested 
in styles and always will be,” com- 
mented Lynn S. Snow, president of 
the Chicago Automobile Trade As- 
sociation. “The day is past, how- 
ever, when any demarcation exists 
between the style and mechanical 
features of the motor cars. It is 
no longer a case of women being 
interested exclusively in motor car 
appearance and men in engineer- 
ing.” 

Attendance Up 20% 


Early attendance figures revealed 
that the audience was about 20 
per cent larger than that of 1938. 
More than 220,000 had _ passed 
through the gates by Thursday 
night. The show will continue 
through Sunday. 

Among the features attracting 
considerable interest from _ both 
men and women visitors was the 
“Dame Fashion” stage production, 
a huge presentation of pretty girls, 
a ballet and the new cars on a 
giant stage. 

Outstanding among the devices 
used by exhibitors to spotlight their 
new models was the amateur photo 
contest sponsored by Packard, a re- 
peat performance of the stunt which 
scored well at the New York show. 
Camera addicts fought for “shoot- 


ing” room in front of a spotlighted | 


Packard made more glamorous with 
the addition of several of the bet- 
ter known professional models. 
The best picture will win a Packard 
car for the photographer. 

Linage of the special show edi- 
tions of Chicago newspapers was 
considerably off from the 1938 fig- 
ures, and the loss was even larger 
than appears on the surface be- 
cause of the elimination of the 
show issue of Chicago Evening 
American, which carried 15,679 
lines last year. 

The Chicago Tribune carried 18,- 
490 lines in its Sunday show sec- 


tion, compared with 20,966 in 
1938. The Sunday Times carried 
8,787 lines, compared with 10,085 


a year ago, and the Sunday Herald- 
American carried 17,272 against 
15,450 in 1938. The score of the 
Saturday News was 16,342, com- 
pared with 17,202 a year ago. 
These figures cover advertising of 
new passenger cars only, and they 
embrace some copy which ap- 
peared outside of the sections dedi- 
cated to the automobile show. 


Yeast to Dillingham 


National Grain Yeast Corpora- 
tion, New York, has appointed Dil- 
lingham, Livermore & Durham, New 
York, to direct its account. 


Fines Halt Unique 
‘Distribution’ of 
Store Circulars 


Manchester, Conn., Nov. 8.—Five 
men were fined here last week on 
charges of a conspiracy to defraud 
Hartford department stores. by 
selling and buying as waste paper, 
advertising circulars which were 
to have been distributed under con- 
tract in suburban towns. 

Sears, Roebuck & Co. and G. 
Fox & Co. were the stores involved. 
Those fined were Abraham Gold- 
berg of the ABC Advertising Sys- 


tem; two drivers employed by that | 
company; and Louis and Abraham | 


Kirstein of the United Paper and 
Metal Company. 

State police said the ABC Sys- 
tem had made a verbal contract 
to distribute the advertising circu- 
lars from house to house at a 
charge of $5 to $6.50 per 1,000 
copies. Instead of being dis- 
tributed, many of these were sold 
to the United company. 


Joins “Cosmopolitan” 


Courtney D. Freeman, vice-presi- 
dent of Popular Science Monthly 
for the past ten years, has joined 


the Chicago staff of Cosmopolitan. 


LET US GIVE THANKS 
ame 


“WE TOOK THE FOOTPRINT 
OFF YOUR WIFE'S CORSET” 


"Why didn’t you think of it sooner?” a friend asked 
when we first made a Talon slide fastener for corsets. 

Actually, we “thought of it” 20 years ago. But it 
took most of that time to perfect a slide fastener that 
was really dependable for corset use. 

Perhaps you didn't realize that every article has 
different wearing problems. To meet them all, we make 
many different kinds of Talon slide fasteners. 

That's why it's wise when buying slide-fastened mer- 
chandise to be certain the fastener is marked “Talon.” 
Then you'll be sure you have a slide fastener that’s com- 
pletely dependable for the specific article you're buying. 


ALWAYS “TAKE A SECOND LOOK” FOR THE TRADEMARK 


Taves 
oe ore 


Stree FASTEMERS BASE OY TALOB, 18E., Stave nm 


Whimsical though this Talon copy may 

be, it brings comfortable reassurance to 

many males who quake in terror over the 
triumphal re-entry of the bustle era, 


Halsell Named Head of 
Southwestern Agencies 
Harold Halsell, Erwin, Wasey & H 


Co., Oklahoma City, has _ been 
elected president of the Southwest- F 
ern Association of Advertising (7 
Agencies. Z| 
Other new officers are Otto |7 
Bruck, Ratcliffe Advertising “4 
Agency, Dallas, vice-president, and 7 
Alfonso Johnson, Dallas, secretary- 
treasurer. 
Graham Resumes Post 
Victor E. Graham, formerly vice- 
president and advertising manage! 
of Food Devices, Inc., New York, 
| has resumed the position of adver- 
tising manager of the Magazine of 
| Wall Street, which he held from ; 
1918 to 1928. ; 
Standard Promotes Riker 
| D. P. Riker, for 11 years a mem- FT 
ber of the advertising department 
'of Standard Magazines, Inc., New 
York, has been named advertising 
manager of Thrilling Comics and 
Best Comics, new Standard publica- 
tions. 
Andrews Lead to Best 
Andrews Lead Company, Long 
Island City, N. Y., has named Frank 
Best & Co., New York, to direct its 
account. Business papers and direct 
mail will be used. 
et 
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Gain in Sales Will 
Increase Buick's 
Newspaper Linage 


Chicago, Nov. 7.—More than 400 
Midwest Buick dealers, attending a 
juncheon here yesterday, heard 
Harlow H. Curtice, Buick president, 
and other company executives re- 
late sales figures and promotion 
plans that point to a record sea- 
son for this segment of General Mo- 
tors Corporation. 

Certain to produce a substantial 
increase in the use of cooperative 
newspaper copy is the fact that Oc- 
tober sales totaled 25,842, while un- 
filled orders at the end of the month 
totaled 31,118. Both figures are new 
records. With the newspaper phase 
of Buick’s promotion program de- 
pendent on month to month sales, 
news of the increase in orders was 
music to the ears of newspaper rep- 
resentatives present. 

In a brief address Mr. Curtice 
emphasized that the present favor- 
able conditions need not be at- 
tributed solely to the foreign situa- 
tion. He asserted that a sizable 
boom was already under way be- 
fore tension developed abroad. For- 
eign sales of many industries, he 
added, can be depended upon to 
add a “plus” volume to domestic 
totals, and to possibly take up the 
slack in early months of 1940. 

Others who addressed the group 
included W. F. Hufstader, vice- 
president and general sales man- 
ager, and Arthur Kudner, chief of 
the Buick advertising agency. 


Create New Division 


Mr. Hufstader announced that, 
because of increased sales, Buick 
had expanded its factory sales or- 
ganization. This involves creation 
of anew Central region, with head- 
quarters in Flint, and the reassign- 
ment of six zone managers, the big- 
gest shift in the staff since Buick 
set up its own sales organization in 
1934. Prior to that time, Buicks 
were sold through Pontiac dealers. 

Mr. Hufstader explained the new 
organization with this comment: 
On a national basis, Buick today 
s selling approximately five times 
s many ears as the same dealer 
organization in 1933. In that year, 
with a national dealer organization 
no smaller than present, approxi- 
mately 42,000 Buicks were deliv- 
ered to new owners. 

“This year Buick will have re- 
tailed more than 225,000 cars, and 
it is expected that 1940 models will 
register in the neighborhood of 
250,000 units.” 


Abbey Hotel to Eastern 


The Abbey Hotel, New York, has 
appointed Eastern Advertising 
Agency, New York, to direct its 
account. All media will be used 


wit 
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1 newspapers predominating. 
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Advertisers 
Rate and Data Guide 
MAGAZINE Lite, Rates: Page 


Rates, Circulation, 
Closing and lesuance Dates. GEN- 
EL RAL Magazines, FARM Magazines, 
DIRECT SELLING Magazines, 
MAIL ORDER Magazines. Lists 
names of individual magazines sold in 
(-roup Combinations. 


1) A DI O Station Rates for Half-hour, 


Quarter-hour and 100-word 
announcements on all stations in U.S. 
10,000 to 50,000 watts power. Basic Net- 
work stations and rates on MUTUAL, 
COLUMBIA, NATIONAL, and 
YANKEE Chains. 


NEWSPAPER Section includes 


complete listing 
of Newspaper Rotogravure. Display 
rates in newspapers in all cities over 


290,000 population — Group rates on 
Country Town Weeklies— Classified 
rates and special combinations of all 
important newspapers thruout the U.S. 
DI RECTORY for the convenience 
of advertisers. The 

information you need at your fingertips. 


ADVERTI SERS— 
rite Today 


for Your Copy IT’S FREE! 


\o Obligation. No Follow -up. No Solicitation, 


EH. BROWN ADVERTISING AGENCY 
2 Marquette Building © Chicago, lilirois 


Promotes Danish Liqueur 


Schenley Import Corporation, 
New York, has five national maga- 
zines on its schedule for a fall cam- 
paign for Cherry Herring liqueur. 
The liqueur is produced in Den- 
mark from cherries grown on two 
Baltic islands and copy features 
the unique flavor of the cherries 
which is ascribed to the unusual 
soil created by glacial action. 
Brown & Thomas, New York, is the 
agency. 


Williamson Joines Jones 


William J. Williamson, formerly 
head of the sales staff of Station 
WKRC, Cincinnati, has joined the 
Cincinnati office of Ralph H. Jones 
—- as a member of the sales 
staff. 


Birds’ Plumage 
Keys Neckwear 
Advertising Drive 


New York, Nov. 8.—A new color 
note in men’s neckwear, which 
even the most critical will criticize 
only at the risk of offending 
America’s lovers of the outdoors, 
has been made the hub of the fall 
promotion of Cheney Brothers on 
silk cravats. 

A full page in color in The Sat- 
urday Evening Post this week in- 
troduced the neckwear, which is 
patterned after the plumage of 
popular American game birds. The 
ruffed grouse, bob white, mallard 


duck and ring-necked pheasant are 
the birds whose markings have 
furnished inspiration for Cheney’s 
designers, with the most striking 
characteristics of wing, head, breast 
and back feathers forming the pat- 
tern of the four cravats in the 
series. 


Offers Colorful Reprints 


Although the silk manufacturer 
once before experimented on a 
small scale with a game bird series, 
this is the first time the idea has 
been heavily merchandised to con- 
sumers and the trade. In addition to 
the Post color page, there will be 
smaller insertions in that maga- 
zine as well as blow-ups, reprints, 
envelope stuffers and other dealer 
aids. To stimulate consumer in- 


terest, Cheney is offering a set of 
four color reproductions of the bird 
pictures which appear in the Post 
advertisement, for 10 cents and 
two paper labels from the game 
bird ties. The reproductions meas- 
ure 113% by 11% inches and, it is 
stressed, contain no advertising. 
J. M. Mathes handles the Cheney 
account. 


Gets Worcester Salt 

Sherman K. Ellis & Co., New 
York, has been named to handle 
the advertising of Worcester Salt 
Company, New York. 


Blair to “Iron Age” 

Robert F. Blair has joined the 
advertising staff of Iron Age, 
Cleveland. 


That's the title of one of thirty-five little booklets pub- 
lished by the Women’s Editors of The Chicago TIMES. 
If a woman reader is worried about Hippy Hips, Plan- 
ning Meals, or Refurnishing the Back Bedroom, she can 
obtain help by writing to The TIMES and enclosing 
ten cents to cover postage and handling. 


During the first ten months of this year, these worries 
were banished by 86,080 of these booklets. ‘To thousands 
of Chicago women The TIMES is a friend to whom they 


turn confidently for advice, as well as for news. It is an 


important daily influence in their lives. 


Influencing people is the real function of advertising. 
That's why The ‘TIMES has established such a phenom- 


enal record for advertising performance. An ad in The 


TIMES carries an extra power beyond that of its copy 


and layout. It 


‘arries the 


added influence of The 


AT YOUR FINGER TIPS 


TIMES among its readers. 


from an old friend. 


It is a suggestion coming 


During October total display linage in The TIMES 


increased by 143,830 lines. 


This was by far the largest 


increase of any Chicago newspaper. 


The friendly influence of The TIMES can be added 


to your advertising campaign at the lowest cost per 


thousand readers of any evening newspaper in the 


United States. 


THE 


CHICAGO'S 


NATIONAL REPRESENTATIVES 


SAWYER-FERGUSON-WALKER CO. 
DETROIT 


NEW YORK 


TIMES 


URE NEWSPAPER 
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Code Chelrmen | 
Tells Audience 
Effect on Radio 


Refutes Critics’ Claims 
on Freedom for Con- 
troversial Issues 


Peoria, Ill., Nov. 7.— Columbia 
Broadcasting System, which has 
been presenting both sides of the 
new radio code to the public in 
Sunday broadcasts, in its latest 
broadcast aired the views of Edgar 
L. Bill, of WMBD, chairman of the 
NAB audience relations committee. 
Mr. Bill charged that David Law- 
rence, publisher of the United 
States News, who criticized the 
code on a previous broadcast, had 
provided less freedom for contro- 
versy in his newspaper than that 
permitted by the radio code. 

Mr. Bill said that the News de- 
voted the entire back page of a 
recent issue to an editorial against 
the code. 

“Would he, following radio’s ex- 
ample, give the same page to an 
editorial in favor of the code?” he 
queried. 

Mr. Bill said that the code was 
designed to give the radio listener 
both sides of every controversial 
question. 

“How can we be sure that the 
listeners will enjoy this opportun- 
ity?” he asked. “Certainly not by 
selling time for such discussions. 
Such a method leaves the situation. 
entirely in the hands of those who 
want to buy time. We know, be- 
cause this plan has been tried. 


An Open Forum 


“But by giving time and inviting 
speakers on both sides, the broad- 
caster can guarantee his listeners 
a well balanced discussion of any 
moot question. We know this too, 
because the method has been used 
successfully by major networks 
and many individual stations.” 

The code is not as revolutionary 
as many dissenters seem to think, 
Mr. Bill continued. Even before 
its adoption, radio stations refused 
to sell time on the air to many or- 
ganizations on the ground that 
broadcasts of their views were not 
in the public interest, and particu- 
larly because only one side of the 
question was to be presented, he 
declared. Under the code, more 
such controversial subjects are 
likely to be aired, but the audience 
will get both pros and cons so 
that it can reach an intelligent de- 
cision, he concluded. 


Lewis Joins Dreher 


James G. Lewis, formerly mar- 
keting counsel for Topics Publish- 
ing Company, New York, has joined 
Monroe F. Dreher, Inc., Newark, as 
vice-president. 


‘Heads NBC Research 


H. M. Beville, Jr., chief statisti- 
cian of the National Broadcasting 
Company since 1935, has _ been 
appointed research manager and 
J. M. Greene, who has been en- 
gaged in sales promotion and net- 
work sales since 1935, has been 
named circulation manager. In his 
newly created post, Mr. Greene will 
have charge of network and station 
circulation measurements and their 
application to network sales. 


Names Campbell-Ewald 


Brewing Corporation of America, 
Cleveland, has named Campbell- 
Ewald Company, New York, to 
direct promotion of Carling’s Black 
Label beer and Carling’s Amber 
Cream and Red Cap ale. 


Jingle Lines to 
Feature Kitchen 
Bureau Campaigns 


Milwaukee, Nov. 8. — Jovial 
jingles will be the copy keynote of 
all campaigns sponsored during 
1940 by the Modern Kitchen Bu- 
reau, W. C. Stephenson, a member 
of the Bureau’s New York staff, 
revealed here today. 

The electric water heater pro- 
motion will feature that renowned 
Hollywood personality, Donald 
Duck, he said. “Life Is Duck Soup 
with an Electric Water Heater,” 
will be the theme of the drive, 


while “It’s Still a Thrill to Be a 


Bride” will be employed as the 
slogan for the electric range cam- 
paign, and “Twice the Value at 
One-Half the Cost,” for refrigera- 
iors, he announced. 

“Members of our planning com- 
mittee who have examined these 
campaigns with their jingles and 
slogans agree that an all-time high 
will be achieved in reader interest 
and expectations are that a record 
sales volume will be the result,” 
he added. 


Lindsay with Agency 

Donald Lindsay, formerly copy 
chief of the New York office of 
Robert S. Clair Company, has 
joined the copy staff of McCann- 
Erickson, Cleveland. 


a 


General Mills Chief 
To Address CFAC 


Donald D. Davis, president of 
General Mills, Inc., will address the 
Chicago Federated Advertising 
Club at a luncheon Nov. 16 at the 
Hotel Sherman. 

Mr. Davis is scheduled to dis. 
cuss General Mills’ integration of 
all advertising and merchandising 
efforts and the results produced by 
this policy during recent years 


To Knickerbocker 


Laurel in the Pines Hotel, Lake. 
wood, N. J., has appointed Knick. 
erbocker Advertising Company, 
New York, to direct a newspaper 
campaign. 
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Agency Jobs Brief ou"co" Se it"tut's) Cubans to Exploit 
for Two Former which he was advertising manager. 


to two sections. One will employ | . 
about 15 aeundaete along the East- | Standard Oil to 


Ad Managers 


Chicago, Nov. 8—Two_ well 
known advertising managers who 
resigned from their posts in recent 
months to cast their lot in the 
agency field have left their newly- 
acquired positions, it was learned 
this week. The pair are William B. 
Hemrich, who joined Sherman K. 
Ellis Company in August, and W. B. 

' Geissinger, who became an account 
executive at Lord & Thomas last 
January. 


Mr. Geissinger served as adver- 
tising manager of the California 
Fruit Growers Exchange for 13 
years before joining Lord & 
Thomas. He was active on the 
Pabst account, which is now being 
directed by David M. Noyes, execu- 
tive vice-president of the agency. 


Laughlin to Chirurg 

Thomas Laughlin Company, Port- 
land, Me., manufacturer of indus- 
trial and marine hardware, has ap- 
pointed the James Thomas Chirurg 
Company, Boston, as its agency. 
Business papers and direct mail 


Travel Opportunity | ° °<22°2"4 224 in Chicago, with) Raneat Its Tie-up 


with Winter Drive 


New York, Nov. 9.—Optimistic 
over the prospects for heavy South- 
ern tourist traffic this winter, Cu- 
ban National Tourist Commission is 
planning a magazine and newspa- 
per campaign to capitalize on the 
island’s advantages as an indepen- 
dent neutral republic where pass- 
ports are not required and where 
other restrictions are not imposed 
upon travelers, it was disclosed 
here today by Jose Cidre, president. 

The newspaper drive, slated to 


copy devoted to a direct appeal for | 


vacationists to come to Cuba this 
winter. An equal number of Flor- 
ida newspapers will be used to pro- 
mote the advantages of Cuba to va- 
cationers already close at hand. 
Plans for the magazine phase of 
the campaign are not completed as 
yet, although it is expected that six 
or seven publications will be on the 
list. An extensive effort is also 
planned for travel magazines. 
One unusual feature of the cam- 
paign will be an appeal to long as 
well as short-term visitors. Wen- 
dell P. Colton Company is the 


ia. 


Mr. Hemrich went to the agency | will be used. 


§ 


begin in December, will be split in- | agency. 


¥% In war or peace, this is 
Fortune's editorial job; to spread before business- 
men, accurately, informatively and readably, the 
domestic and world scene in its relation to Business. 
Not the daily details of the news, but the inner core 
of current history from which those daily details 
spring. 

This job was not being done in the days of the First 
World War—and there is a notable contrast between 
the confusion then and the relative calm of Business 
today. 

The American Business Jitters of 1914 can be at- 


as far as Business 


Sy is coneerned 


ing to companies whose businesses are affected by 
war conditions. 

The Texas and Baldwin Locomotive articles, on the 
other hand, illustrate that the Editors of Fortune 
are very much aware that, if our internal problems 
are not to be doubled and redoubled, we must re- 
examine now all the experience, and study now all 
the facts pertinent to our economy. 

The famed Fortune Survey and the Fortune 
Round Table will explore issues both domestic and 
foreign. 

Articles on the really basic aspects of the war 


with Movie Stars 


Chicago, Nov. 8.—Standard Oil 
Company of Indiana this week 
launched its winter campaign in 
1,700 newspapers of 13 states, using 
a theme which proved successful 
four years ago—a tie-up with mo- 
tion picture companies featuring 
stars of current attractions. 

Advertising offers previews of 
productions soon to be _ released. 
Such well known stars as Claudette 
Colbert, Robert Taylor, Charles 
Laughton, Joan Bennett and Spen- 
cer Tracy are participating. Finan- 
cial details of the arrangements be- 
tween the motion picture companies 
and the oil company were not dis- 
closed. Miss Colbert and her new 
picture, “Drums Along the Mo- 
hawk” are featured in the first in- 
sertion. 

Standard Oil Company ties in 
with the movie theme by pointing 
out that Miss Colbert’s thrilling per- 
formance in the picture is paralleled 
by the thrill that comes to the mo- 
torist using Red Crown gasoline or 
Iso-Vis motor oil. Gasoline copy 
emphasizes the product’s quick- 
starting, long mileage and high anti- 
knock qualities, while Iso-Vis copy 
stresses fast action, safe lubrication 
and durability. 

The movie tie-up will be re- 
stricted to newspaper copy, running 
through Christmas. McCann-Erick- 
son is the agency. 


ANPA Bureau Publishes 
Monthly Member Bulletin 


Bureau of Advertising, American 
Newspaper Publishers Association, 
has published the first issue of 
“Memos for Members,” a_ four- 
page monthly bulletin intended to 
keep members informed of activi- 
ties of the Bureau and to pass along 
other helpful information. 

The first issue also contains a 
report of the “Continuing Study of 


Newspaper Reading,” _ recently 

tributed to the lack of experience and of information will be contributed by Dr. Raymond Leslie Buell. inanenss by Se Aavertieng, ~ 
: : 3 : i > ’ : O oon ' searc oundation w unds 
with which Business was facing war. Such experience Fortune’s Round Table Editor and, until recently. supplied by the Bureau. Also in- 


as Business had acquired could not be drawn upon 
. .. there was no manual entitled, “Procedure for 
Business in War Time”... a magazine like Fortune, 
devoted to supplying business information, was not 
even dreamed of. 


The Involcement of 
Business Involves Fortunet 


But during the past decade Fortune has been on the 
scene, handling the greatest journalistic assignment 
in history—to describe concretely Modern Business 
and all it means in the daily activity of the millions 
of people throughout the world—to present its amaz- 
ing accomplishments, explore its radiant hopes, ex- 
amine its thorny problems. Business is the most 
important thing in the lives of every American—and 
ForTUNE the thorough, candid investigator of its 
swiftly shifting, changing scene. 

International affairs, government, the economics of 
armament, now move in on Business with relentless 
rapidity. And Fortune, the chronicler of Business, 
is in the thick of it. For the measure of the impact of 
those forces on Business is the exact measure of 
their impact on Fortune. 

A study of the headlines to the left shows the edi- 
torial bent of Fortune during the last years of the 
dying Peace. And they lead us right into the head- 
lines of Fortune today and tomorrow. 

The article on Martin Aircraft in this December 
issue, a typical Fortune “corporation story,” illus- 
trates the special attention that the Editors are pay- 


-President of the Foreign Policy Association. And on 
the military situation Fortune will have the benefit 
of its general military adviser Major George Field- 
ing Eliot, America’s foremost writer on military 
affairs. 

The Fortune War Maps, dealing not with the 
changing battlefronts but the more durable economic 
scene, will illustrate monthly a continued history 
of the war. 

Thus Fortune, each month, brings the war into 
focus. 


For Preparedness— 
10 Years Active Service 


For this job that no one was doing in the First World 
War the Editors of Fortune are superbly equipped. 
Their objective journalistic technique, their advanced 
research methods, their sensitive editorial insight- 
have made Fortune the perfect precision-instrument 
for recording and measuring the real forces of the 
modern world. 

But the job is not solely the job of Fortune's 
Editors. A vital part of this job will be done by 
Fortune’s advertisers. For they are essential parts 
of the modern world of which Fortune is the chron- 
icler. Without its advertising pages Fortune could 
not complete its editorial job of supplying business- 
men with the guiding knowledge that they need 
now and always. And so, more than ever before, is 
Fortune the precise medium for carrying the mes- 
sages of “management advertising to management.” 


mortune MEANS BUSINESS 


cluded are brief accounts of linage- 
boosting ideas originated by local 
newspapers and several newspaper 
advertising success stories. 


Plans Sava-Wave Drive 


I. B. Kleinert Rubber Company, 
New York, will inaugurate the 
largest campaign in its history for 
the Sava-Wave bathing cap _ in 
January, 1940. Newspaper roto- 
gravure and black and white in 
key Florida markets will be used 
in addition to Harper’s Bazaar, 
Life, The New Yorker, Vogue and 
Woman’s Home Companion. J. M. 
Korn & Co., Philadelphia, directs 
the account. 


Andrews Promoted 


G. D. Andrews has been ap- 
pointed sales promotion manager 
of the Celotex Corporation, Chi- 
cago. He has been a member of 
the merchandising staff engaged in 
organizing and directing national 
sales promotion programs. 


WANTED 
Partnership—Equity In 
Medium-Sized Agency 


Executive, 42, Christian, now prin- 
cipal in a large agency, wishes to 
acquire substantial equity and active 
partnership in established, medium- 
sized agency where his years of ex- 
perience in large-scale agency op- 
erations will effectively complement 
abilities of other partners. New York 
City only. 


While prepared to invest capital he 
primarily desires to make connection 
on basis of his value as a productive 
factor, both in supplying immediate 
additional experience and capacity 
and in adding strength for future 
growth. 


Inauiry may be made of the under- 
signed counsel, directly or through 
your own attorney. Written inquiry 
is requested All negotiations will 
be treated in strict confidence 
Joseph C. Slaughter 
Paskus, Gordon & Hyman 


Attorneys 
2 Rector Street. New York City 
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The Crowd Roars 


To the Editor: We all like to dig 


up examples of quirks in acverts~ | PHOTO- 


ing makeup at one time or another, 
and, after 
AGE’S own accident on the “Photo- | 
graphic Review of the Week” page | 
in the Nov. 6 issue, I couldn’t help | 
sending it on to you. 

Frankly, although the lady may 
be slightly in the dark, I feel that 


the “proud youngster’s” dad has 
the right idea! 
WILLIAM KING, JR., 


Gardner Advertising Company, 
St. Louis. 


... Verily, there is truth in the 
biblical injunction, “Let not your 
right hand know what your left 
hand doeth.” 

Your makeup editor must have 
looked too long at the college pro- 
gram-magazine layout, which was 
illustrated on Page 20, because on 
Page 35 he has done a pretty good 
job of emulation. 

If the youngster is proud 
about dad? 


what 


R. M. FLEMING, 
Harry M. Miller, Inc., Cincin- 
nati. 

. Please notify us at once if 
there are any openings in this 
“business.” Would be willing to 
devote full time, so a one-way C&S 
ticket will suffice. All employes of 
this agency, including Mrs. Hatch, 
know of this application. 

Cuuck HATCH, 
Hatch Advertising Company, 
Portsmouth, O. 


... If flying over a nudist camp 
is any part of dad’s daily business, 
it must be a swell business. It may 
be a good idea for Chicago & 
Southern Airlines to follow through 
with this campaign. 

B. WANETICK, 
W. APPEL, 

Kaufmann Department Store, 

Pittsburgh. 

.. « Oh, well, we all know how 
difficult it is to conceal anything 
from the younger generation. 

J. MARTIN SMITH, 

Sparrow Advertising Agency, 

Birmingham, Ala. 


. Personally, I don’t think 
that’s any place for his dad to be. 
J. R. PERSHALL, 
Advertising Manager, Public 
Service Company of Northern 
Illinois, Chicago. 


... If the youngster’s papa is “up 
there,’ he’d better keep an eye on 
him! 

VAL WRIGHT, 


National Provisioner, Chicago. 


I can well understand the 
youngster’s pride. There must be 
life in the old boy yet. And con- 
fidentially, I don’t blame him for 
dad being up there. 

M. E. Tosias, 
Vice - President, Ridgeway 


Company, St. Louis. 
These juxtaposition ads 
always get me. But perhaps dad 
had better watch out for mother! 


KENDALL REDFIELD, 
General Sales Manager, Rock- 
bestos Products Corporation, 
New Haven, Conn. 


— Let go of pa’s foot, you 
hussy! 
R. B. GERVAN, 


Advertising Manager, Coopera- 


viewing ADVERTISING | GRAPHIC 


tive Grain League Federation 

Exchange, Ithaca, N. Y. 

|Editor’s Note: The letters are | 
still pouring in. To all who took 
the trouble to gloat over our 
own initiation into the “wacky 
makeup” club, we extend ow 
thank Other examples of the 
ame technique will be welcome. | 


v v 


The Agate Line 


To the Editor: Mr. Grossfeld of 
Chicago recently commented on the 
appropriateness of an Agate in ad- 
vertising 

I cannot lay claim to being the 
original “Agate line,” however, my 
father having been an advertising 


LEST WE FORGET 


NOT THE FASHION THiS SEASON 


REVIEW 
OF THE 
WEEK 


PROUD YOUNGSTER 


«te Gee 
ward 


manager before me; while another 
of this name was formerly an offi- 
cer of the Cleveland Plain Dealer. 

As to the Agate Club—I have 
been in many clubs the country 
over, but have yet to be entertained 
in this famous Chicago institution. 
Here’s hoping! 

C. C. AGATE, 
Advertising Manager, Piel 
Bros., Brooklyn, N. Y. 


v v v 
What! No Double 
Chocolate Sodas? 

To the Editor: Isn’t it refresh- 
ing to see one of this country’s 
comparatively few “ethical” or pro- 
fessional drug stores use command- 
ing space and unusual copy to tell 
its story? 

This morning’s Democrat & 
Chronicle carried advertisement No. 
1 of a weekly series of semi-insti- 
tutional advertisements which we 
have prepared for our new client, 
the Paine Drug Company. 

To the best of our knowledge this 
campaign is decidedly different. 
But then, Paine’s is a different kind 
of a drug store; has been since 1820. 

JOSEPH P. Brown, 

Hart-Conway Company, Roch- 

ester, N. Y. 
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PAINE DRUG CO. 


2426 CAST MAIN STREET 
PHONE Am 1820 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Vitamins in Chocolate 

| To the Editor: Vitamins had 
invaded the candy field prior to the 
| Herz campaign mentioned in your 
| Oct. 2 issue. Walter Baker & Co., 
| division of General Food Corpora- 
| tion, were, we believe, the pio- 
| neers in this field. In September, 
1938, Walter Baker introduced the 
Jumbo Bar—a full half pound of 
an entirely new, rich, delicious milk 
chocolate to which had been added 
Vitamins A (2000 USP XI units), 
B, (50 International units) and D 
(1575 USP XI units), all wrapped 
in colorful double foil. 

Baker bars have been readily 
accepted by the consumer and sales 
are rapidly increasing as national 
distribution is gained. These solid 
chocolate bars with extra added 
vitamins are being publicized in 
trade journals. 


H. F. STEGALL, 
Walter Baker & Co., Dorchester, 
Mass. 


Questions Brewer's 
Safety Copy 


To the Editor: In your Oct. 30 
issue you reprinted a_ poster of 
Schmidt’s beer with the copy: 
“Feeling sorry won't bring a dead 
child back to life. Drive Carefully.” 
As a salesman of advertising space 
who has had much contact with 
the liquor and brewing fraternity, 
I seriously question the good judg- 
ment of such copy. A_ personal 
survey among 30 persons, all drink- 
ers, has led me to believe there 
must be a large number of persons 
who think this copy is hypocritical. 

Schmidt’s customers, and Sea- 
gram’s, too, may have killed chil- 
dren while driving after drinking. 
You can’t blame the brewer or dis- 
tiller, but there just is something 
wrong with their public picture of 
holy horror. 

I say, let the brewer and distiller 
plug the sale of his product hard 
in a legitimate manner.» If he 
wants to correct an evil and is sin- 
cere about it, let him leave his 
name off this copy and the mes- 
sage might really work. 

Otherwise let them beat their 
breasts in church while the sales 
manager is working. It is no par- 
ticular reflection on Schmidt’s that 
an overdose of their beer in a 
driver might have killed a child, 
but why put such thoughts in peo- 
ple’s heads? 

F. W. HENDERS, 
Newton, Mass. 


v v v 
Hand in the Hand 
Is Worth Three Chicks 

To the Editor: Looks like we’re 
one up on you. We'd like to come 
to your rescue on that “hand’” of 
tobacco promotion piece you re- 
ceived from the Journal and Twin 
City Sentinel, Winston-Salem, N. C. 

(ADVERTISING AGE, Oct. 30). 

Have you a garden? Have you a 
secretary who has a garden? Ever 
hear that tobacco has nicotine in 
it? Well, seems nicotine kills gar- 
den-flower bugs, so one of our sec- 
retaries came to our rescue and 
took the “hand” of tobacco for 
water soaking—water to be mixed 
with other ingredients for a spray 
that kills Flushing, Long Island, 
flower menaces next spring. The 
“hand” will temporarily be parked 
in the cellar. 

Speaking of promotion pieces: 
Did you get three chicks last sum- 
| mer from a radio station? We got 
a black, yellow and white one—all 
in a portholed box with miniature 
bag of feed. 

We have friends who are gentle- 
men farmers, so planned to week- 
end at one farm taking as a host 
gift our three darling chicks. But 
we didn’t figure on our family. A 
brother, with a broken leg in a cast, 
found the chicks the most enter- 
taining bits of life he had seen in 
three weeks of confinement in our 
New York City apartment! 

Within two weeks Brenda, the 
white chick, had pecked the black 
and yellow ones to death. We had 


funeral rites. The atmosphere of | 
our home was leveled to sorrow. | 
But immediately Brenda brought 
joy to our lives. She blossomed in 
her role of murderess. She learned 
to jump through Mother’s bracelet, 
to pierce a hole—as if bursting 
through an eggshell—in a sheet of 
newspaper which was placed so as 
to entirely cover her. She did a} 
perfect Donald Duck every time we | 
tied a pretty baby-blue ribbon 
about her neck—tearing, gibbering, 
untying the bow (as she stood on 
her toes!) And furiously rushing 
off once the bow was madly undone 
and ieft on the floor. 

She sat on our shoulders, coveted 


everything we ate and made no} 


bones about snitching food out of 
our mouths—especially chocolate 
layer cake. She pattered or scut- 
tled after anyone through the whole 
apartment, but had a preferential 
weakness for mother. Smart, that, 
eh? Mother “runs” our house. 
What she says goes. 

Outdoors children waited daily 
to see Chick-Chick (rechristened) 
cn her promenades. We kept Chick- 
Chick three months, then sent her 
off to a Connecticut farm because 
she refused to be housebroken. 

Limes can be eaten. Apples, too 
—plants can grow on an office desk. 
All these have been received with 
grace. But we are all holding our 
breath for the day when a horse 


and wagon comes through our office | 


door and one of us must ride home 
on that. 
ADELA J. LANDAU, 
Joseph Katz Company, New 
York. 
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What About Results? 


To the Editor: The article which 


appeared on Page 26, of your Oct. | 


30 issue, headed “Research Founda- 
tion Issues First 


of Readership | 


Studies,” was very interesting, but | 


to me it fails to answer one very 
important question. 

How many of those who did read 
the advertising were sold on the 
product or store? 

That is the question I must 
answer if I want to hold my clients. 

HowarpD HANNEGAN, 
McKeesport, Pa. 
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YOUR SAVINGS Eagy 


AT THE MORRIS Pliny 


For 18 yours the MORRIS PLAN hes meintoined on envicble 
record tor LARGER INTEREST, READY WITHDRAWALS ond 
PROMPT PAYMENT —in good times or bed. 


Today the MORRIS PLAN pays 133% more interest thon many 
imetitutions Thet le something te think sbout—erpeciolty 
fer the woge corner ond these seeking « sate d-positery, where 
their savings will corn 6 better then average rete of interest. 


Get scqueinte’ with the MORRIS [LAN — its officers — ite 
waeny services, You'll find it « PERSONALIZED institution 
} ready te render you « PERSONALIZED service. 


| SAFETY FOR SAVINGS 
| FOR EIGHTEEN YEARS 


DELAWARE AT OHIO 


Telephowe MA rhet 4455 
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can uncork— 


a corking GOOD whiskey! 
NATIONAL’S _4 


EAGLE 


Zi 
“The King of Blonds" = 


M you want « perfect, mild, gentle whiskey, 
we ask you to try National's EAGLE. And we 
ask you to compare its price, its body, is 
sroms sod us ane with amy bleod at any price 


eee 1908 Nerina! Onentins Prime Corp NOY C—O Pred 6%, rege whuter, 6% gree sere! gem 


Consumers wondered, when they saw 

this makeup in the Indianapolis News, 

whether they should toss their dollars 
into the bank or over the bar. 


a BS ey eri cafe, ~— d ’ 
i 5 Pa of ‘ a es : ; ar Yet : be tek eee ae me / 
a ; 22 . ; 
“ ata " ce Se ee are ees nn a a 
ee wa Na NS P| 
. -— On 
oe ™ : : CC __] = onsis pias 
a 1335 a 
oes P| 
4 = _. EBRES! Or 
ar — SS] . 
ws 4 fe - v i ; — 
: bs . 3 1 y mu 
: 2 . 2 bro 
fi . ee wil 
ae ae Uni 
> cia BAD = . 
e 5 ie = “ & a Cor 
Ps es i. lhe vi 
rs : ‘ j — a Jes wil 
= gra 
2 $3! py te nt 
4 con 
| THE sic 
——— — — > & iis 
| ! pro 
a Alitte cash- Stan! 
AO , 4) "| He dec 
Ps — ' ee : { to | 
. Pe mF spo 
= Stair 
‘ y 1 wal 
y : Am 
canes | is, sho 
iit — ‘ih 
4G |. ae inc 
‘> | | : und 
: a . Am 
' Sasi | and 
TF? eT, 
= 4 the 
| | a : : 
Fa f ula 
a 7 | | J wh 
P a. | —————— the 
S | en , 
el a Eu 
ee | — 
. Pa os oe | 4 vs . lau 
“a - : ' cial 
Pisce g Par 
sted 7 ' ” ; Le’ 
a a j A H 
: | a 3 | Yr Yo 
ry ; \ 4 Yor 
ia we Nev 
: hace — Ft | . Nev 
Be Vj Sr ad 7 re 
—_ 3 Zs Bae = 
' Bi . ° GY 2 cal “> aS 
om a YA f= ty ‘ i i 4 Ch 
% id é theu ' as enough ke all tin ; aes "I “43 4 "ai a q \ i 2 T 
ie : bail matynat 0 tangey di 3 Wy ; . 5 4 - Litany os SS May 
: 2 4 ‘“ f: — “ > ¥? “yn bee! 
a 7 4 Vs ‘ : oy Ma‘ 
A i a , ¢ CG 
a i a ‘ ° = se on“ val 
. | " ‘ ; 
i 7 - 3 i Dy ; \ 
. 1m a 7 . 
< Pasir iy 
| ‘ pul % 
tas e- ss | 
| V VV Triple Checking! y. : . | 
N , | 5 ) 
ee , ". dates 2d ~ 4 | ' 
. Pen Tae Fe Wh Yuta Gaperol Offices Edward Wright FEM. Cole Bon 
, R: a... 2a ee ewer. 
ee 4 
t" iat PS 5, ? we, 7 ; - - 5, “ i ci =: .* eS were es a -f ’ go bs 


a 


— 


lial et cl 


As. ses tie Mon. 


oe a 


November 13, 1939 


ADVERTISING AGE 


23 


United Fruit Signs 
as Initial Sponsor 
on Short Wave Radio 


New York, Nov. 9.—Following the 
recent ruling of the Federal Com- 
munications Commission, short wave 
broadcasting on a commercial basis 
will be inaugurated Nov. 15 when 
United Fruit Company becomes the 
initial sponsor of international ra- 
dio. Two National Broadcasting 
Company stations, WNBI and 
WRCA, both at Bound Brook, N. J., 
will be used to transmit the pro- 
gram to a Latin American audi- 
ence. 

United Fruit signed a 52-week 
contract for a quarter hour of mu- 
sic to be heard every evening. In 
line with the FCC ruling, commer- 
cials will be limited to the name 
of the sponsor and the nature of 
his products. United will use the 
program to build good will among 
the people in its area of supply. 
Commercials will be in Spanish. 


Other Sponsors Ready 


Lenox R. Lohr, NBC president, 
declared that the network expects 
to line up several other short wave 
sponsors shortly. NBC has ob- 
tained a license to broadcast short 
wave programs both to South 
America and to Europe, and _ its 
short wave stations are now on the 
air on a sustaining basis for 16 
hours a day. 

NBC has been carrying on inter- 
national broadcasting for two years 


under an experimental license. 
Programs in Spanish, Portuguese 
and English are aired to South 
America daily between 4 p. m. 
and 1 a. m. European programs 
in French, Italian, German and 


English are offered between 9 a. m. 
and 4 p.m. All are now available 
for sponsorship under the terms of 
the FCC edict of last June. The 
FCC requires that products be reg- 
ularly sold in the countries in 
which programs are heard, and that 
the commercials be limited. 

Mr. Lohr pointed out that the 


European war has stimulated an 
already active interest of American 
export advertisers in the Latin 
American market, and that NBC’s 


launching of short wave commer- 
cial radio at this time should be 
particularly welcome. 


Lewis Opens Studio 

Harry Lewis, for the past six 
years with Manders Company, New 
York, as art director, has opened his 
own studio at 55 W. 42nd street, 
New York. He will specialize in the 
design and construction of litho- 
graphed displays. 


Change to Engel, Lynch 


The name of Jefferson, Lynch & 
May, New York, advertising art, has 


been changed to Engel, Lynch & 
May Robert Engel has replaced 
G. C. Jefferson, who has resigned 
to open the Jefferson Company. 
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THE EVENING TELEGRAM 


TORONTO - CANADA 
NEW YORK - DAW. A. CARROLL 
CHICAGO -JOHN E. LUTZ 


Lists Foreign Papers 
Waxelbaum & Co., New York, 
publishers representative, has is- 
sued a booklet listing about 280 
papers published in 23 languages 
in the United States. The list is 
classified by states and cities. 


Joins Advance Solvent 

Norman Schabel, formerly with 
Fuller & Smith & Ross, has joined 
Advance Solvent & Chemical Com- 
pany as sales representative in the 
Cleveland territory. 


Kolmar to Ohio 


Kolmar, Inc., Cincinnati, has 
named Ohio Advertising Agency, 
Cleveland, to handle advertising of 
Redhead whisky in Ohio. News- 
papers will be used. 


Response 


Successful selling in Philadelphia begins with reader response. 


Stress Market 
Highlights, Preyer 


Advises Papers 


New York, Nov. 8.—The ten- 
dency of advertisers to think of 
the United States not as one large 
national market to be captured by 
a single merchandising policy, but 
as a series of many markets with 
different problems, offers news- 
papers an important opportunity 
to increase the effectiveness of 
their promotion, Allan T. Preyer, 
vice-president, Vick Chemical Com- 
pany, declared today when he spoke 
to members of the New York News- 
paper Promotion Group. 


And the newspaper in Philadelphia where advertising has the 
greatest opportunity to be read, believed and acted upon is The 
Evening Bulletin, with its natural circulation secured without sub- 
scriber contests or premiums or prizes to subscribers. 

For, impartial research shows, The Evening Bulletin is preferred 
for day by day advertising readership by more people than all other 


Philadelphia newspapers combined! 


Surveys* made by a national research organization prove that 


people buy The Bulletin to read... 


and read to buy! For example: 


When 14,715 shoppers in 65 Grocery Stores and Food Markets 


in different parts of Philadelphia, answered the question, “In which 
one newspaper are you most likely to look for food advertisements?” 
—9,386 named The Bulletin—more than three times as many as the 
second newspaper ... more than named all other newspapers combined! 
And when 12,221 customers in 66 Drug Stores in different parts 
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of Philadelphia answered the question, “In which one newspaper are 

you most likely to look for advertisements of products sold here?” 
—6,791 named The Bulletin—more than twice as many as named 

the second newspaper...more than named all other sewspapers 


combined! 


And when 5,385 theatergoers in 17 moving picture houses answered 
the question, “In which one newspaper are you most likely to see 
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Close contact of the newspaper 
with the local market and intelli- 
gent selection of data for inclusion 
in material sent to advertisers will 
keep the promotion piece out of 
the waste basket, Mr. Preyer said. 


Gives Suggestions 


“Find out,” he suggested, “what a 
drug advertiser wants to know 
about your market; what a grocery 
advertiser wants to know; what an 
automobile advertiser wants. to 
know. Their needs and desires on 
market opportunities are different. 
When you get the answers to these 
questions you will be in a position 
to talk more effectively in your 


printed material and in your oral 
salesmanship.” 
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advertisements of this theater?” 


—2,799 patrons of these Moving Picture Theaters named The 
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Tourneau Names Peck 
Tourneau Watch Company, New 
York, has appointed Peck Advertis- 
ing Agency, New York, to handle 
advertising of its imported watches. 
Class magazines and local news- 


| papers will be used. 


Junior Club Formed 


The Junior Advertising Society 
of Cleveland has been established, 
with the adoption of a charter by 
50 members. Donald Walton, Mel- 
drum & Fewsmith, is president. 


Names Hirshon-Gartield 


Cohn-Hall-Marx Company, New 
York, has named Hirshon-Garfield, 
New York, to handle the promotion 
of its tie silk division. Magazines 
and business papers will be used. 


Bulletin . . . more than twice as many as named the second newspaper 
.. +more than named all other newspapers combined! 

The surveys proved also that dealers, knowing the remarkable 
readership advertising receives in The Evening Bulletin, place it first 
in their recommendations for advertising in Philadelphia. For example: 


In a total of 440 interviews at 225 Automobile Dealers in and 


around Philadelphia, with owners, officers, sales managers and sales- 
men, when replying to the question, “If only one newspaper were used 
for new car advertising, which would you recommend?” 

—282 named The Bulletin...more than three times as many as 
named the second newspaper...more than named all other news- 


papers combined! 


It is the way a newspaper meets its responsibility to its readers that 
determines its response ability for its advertisers. The Bulletin gets 
consumer response ... because The Bulletin has reader confidence. 

Let your advertising agency show you how The Evening Bulletin... 
with 95.3° of its large circulation concentrated in the Philadelphia 
retail trading area ... will give you thorough and effective coverage of 
the nation’s greatest City of Homes? at one of the lowest costs per 


reader in America. 


*Complete information about a series of important consumer surveys, made by Ross Federal 


Research Corporation, will be sent on request. 


Square, Philadelphia. 


Address The Evening Bulletin, City Hall 


+Nine out of ten dwellings in Philadelphia are single-family homes. More than in New York 


City and Buffalo combined; more than in any one of twenty-two states. (U. 8. Census, 1930). 


She Evening Oilldin 


Copyright 1939, Bulletin Company, Philadelphia 
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Good Manners 
Held Key to Public 


Relations Formula 


Pittsburgh, Nov. 8.—Public rela- 
tions consists of good morals and 
good manners, qualities which most 
successful companies have but 
which they are inept in demon- 
strating, Charles C. Carr, advertis- 
ing manager, Aluminum Company 
of America, advised the Pittsburgh 
Advertising Club this week. 

Participating with Mr. Carr in a 
three-way forum entitled, ‘De- 
bunking Public Relations,’ were 
Carlton C. Ketchum, vice-president, 
Ketchum, MacLeod & Grove, and 
John F. McMahon, executive assis- 
tant, Air Hygiene Foundation. 


Salable Product Needed 


Mr. Carr said that many adver- 
tising agencies are unable to grasp 
the essential facts about public re- 
lations, confusing it with mere pub- 
licity. The truth is, he pointed out, 
that the good public relations de- 
partment is most effective when it 
creates news, and when it helps the 
outside reporter marshal his facts 
correctly. “Handouts” disgust the 


honest and intelligent reporter, he 
asserted. 
Mr. McMahon said that the pub- 


something to “sell,” and the respon- 
sibility for creating that something 
rests upon top executives. 

Mr. Ketchum expressed the belief 
that a qualified public relations or- 
ganization provides management 
with a single, authoritative outlet 
for company news; skilled advice 
on public relations questions; inter- 
pretation and selling of manage- 
ment policies; contact with all news 
and information channels; trained 
observation and reporting of devel- 
opments which affect the company. 


Howard, Linder 


Wins Promotions 

Roy E. Linder has become Chi- 
cago manager of Theis & Simpson 
Company, succeeding K. W. How- 
ard, who has opened a Memphis 
office for Arkansas Dailies, Inc., 
part of the Theis & Simpson list. 

Mr. Linder is succeeded as At- 
lanta manager of Theis & Simpson 
by Hugh R. Wood, who has been 
engaged in newspaper work in the 
South. 


Gets Stoker Division 


Illinois Iron & Bolt Company, 
Chicago, has appointed Earle M. 
Cummings Advertising Agency, 
Rockford, Ill., to handle its stoker 
advertising. James R. McPherson 
is account executive. 


New $1,000 Prise 


Contest Set for 


Dr. Lyon's Powder 


New York, Nov. 9.—A _ $10,000 
prize contest in support of Dr. 
Lyon’s tooth powder will be 
launched next week by R. L. Wat- 
kins Company following a similar 
drive recently concluded. Contest- 
ants will be required to supply a 
missing last line to a jingle about 
the product, along with the usual 
evidence of purchase. 

Dealers who sell Dr. Lyon’s pow- 
der to prize-winning consumers 
will share equally in the awards. 
Top prize will be $1,000 in cash. 
Promotion of the contest will em- 
brace Sunday newspaper comic sec- 
tion insertions, magazines and two 
of the company’s radio programs. 

Large space copy will appear in 
Comic Weekly, the Metropolitan 
Sunday Newspaper Group, Liberty, 
Life and This Week. The two 
agencies handling the account are 
Thompson-Koch Company and 
Blackett-Sample-Hummert. 


Wolf Service Moves 


Wolf Advertising Service, Roches- 
ter, N. Y., has moved to new quar- 
ters at 5 Paul street. 


College Students | 


ee 


Ask for and Get 
Gifts They Want 


New York, Nov. 8.— Most col- 
lege students dictate the type of 
gifts they receive, more than half 
of them specify particular brands 
and over 90 per cent get what 
they want, according to a survey 
of the college market released to- 
day by National Advertising Serv- 
ice, Inc. 

The study, based on returns from 
3,000 students in 33 colleges, cov- 
ered watches, typewriters, foun- 
tain pens and electric razors. Those 
filling out a questionnaire were 
asked if they had ever received 
any of these articles as a gift, if 
such gifts had been asked for or 
hinted at, if a particular brand 
was specified and if that brand 
was received. 


Timepieces Popular 


Eighty - seven per cent replied 
that a watch had been received as 
a gift, 62 per cent that it had been 
asked for, 43 per cent that a brand 
was specified and 95 per cent that 
it had been received. Among men, 
43 per cent had received a shaver, 
64 per cent asked for it, 73 per cent 


WXYZ °- DETROIT 


*Current rates will apply on all orders for station time up to January 15, 1940. 
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vic Ho Increase In Price: 


Big changes in your radio map of Detroit and Michigan... . 
WXYZ daylight power now upped from 1,000 to 5,000 watts. 
... New RCA transmitter and Blaw-Knox antenna... New and 
greatly improved location . . . Far wider and more intensive day 
and night coverage . . . Bigger audiences . . 
To nationally famous program excellence WXYZ now adds the 
knockout wallop of POWER . . . What a station . . . What a 
market... What a BUY. 


. Bigger Market. 


KING-TRENDLE 


BROADCASTING CORPORATION 


specified a brand and 99 per cen 
received the make sought.: 
Among both men and women, 86 
per cent had received a gift pen 
and 52 per cent a gift typewriter. 
62 per cent asked for the pen ang 
81 per cent for the typewriter, 54 
per cent named a pen brand and 
59 per cent a specific make of 
typewriter and in each group 9 
per cent gained what they sought. 


State Completes 
Plans on 4-Year 
Advertising Drive 


Montgomery, Ala., Nov. 9.—Ap- 
pointment of a State Planning 
Commission by Gov. Frank 4M. 
Dixon this week crystallized Ala- 
bama’s plans for a four-year cam- 
paign which will publicize the 
natural, industrial and_recrea- 
tional resources of the state. 

The budget calls for expenditure 
of $50,000 annually during the 
four - year period, a figure some- 
what less than previously requested, 
When campaign plans. were 
broached earlier in the year, $90.- 
000 was the sum mentioned. This 
was later scaled down to $60,000 
and, finally, to the present figure. 

Of the total, $25,000 will be 
spent for out—of—state advertis- 
ing through the Sparrow Adver- 
tising Agency of Birmingham. The 
state Chamber of Commerce will 
receive $15,000 for follow-up ac- 
tivity and promotion of Alabama- 
made products. The remaining 
$10,000 will be used for salaries 
and expenses of the newly ap- 
pointed commission. 

This is an 1l-man board consist- 
ing of four appointees and seven 
members named by this _ year's 
legislative act reorganizing the 
group. Gov. Dixon’s appointees 
are Floyd Goolsby, Montgomery 
hotel manager; Carroll T. Prince, 
Mobile attorney; Benjamin Russell, 
president of the state Chamber of 
Commerce, and Mervin H. Sterne, 
Birmingham financier. 


Agency Changes Name 


Blitz & Short, Portland, Ore., has 
| become Hal E. Short, Advertising, 
| with the sale of the interest for- 
merly held by Arnold Blitz, Jr., to 
Mr. Short. The agency was estab- 
lished in 1934. Mr. Blitz has opened 
a sales, advertising and public rela- 
tions office in the Lewis bldg., Port- 
land. 


Handles Sports Code 


Sports Afield, Minneapolis, has 
appointed W. L. Black Advertising 
Agency, Reading, Pa., to handle a 


campaign featuring the Sports- 
men’s Code which advocates mod- 
eration in drinking. Newspapers 


and business papers will be used. 


| Ranges to Pollock 


| Roberts & Mander Stove Com- 
| pany, Hatboro, Pa., maker of Qual- 
|ity gas ranges, has appointed 
Julian G. Pollock Company, Phila- 
delphia, as advertising counsel. 


you want to do something un- 


isual in enlarging, reducing or 
duplicating, call one of the 

AtlaServicemen It's his busi 
ness to tell you HOW. There 
are lots of ways to save time 


and money with good photo 
tats The way to apply them 
to your layouts, records, dupli 


sate layouts and other problem 
—Call Whitehall 7575. 


ATLAS Photo-STATS 


NORTH MIC AVENUE 
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period last year. For nine months | $2,961,332, against $2,551,668 for| the corresponding period in 1938.) responding period in the previous 


o 
Earnings oO | ended Sept. 30 net profit amounted | the first nine months of last year.) This is a decrease of 47.9 per cent. 


to $1,304,641, compared with | 
$1,699,616 for the same period in 


e 
Advertisers 
Link-Belt 
Scott Paper Company | For nine months ended Sept. 30, 

Report shows net profit of| net profit totaled $957,436, com- 
$1,324,785 for nine months ended | pared with $703,739 in 1938, a gain 
Sept. 30, compared with $1,107,532 | Of 36 per cent. Net sales amounted 
ee the same period in 1938. Net to $16,309,718, an increase of 16.2 
sales totaled $13,607,852, against | Per cent over $14,025,641 for the 
¢12,144,817 last year, a gain of 12.04, Same period last year. 
per cent. —o Chicle 
Coca-Cola Compan | For the quarter ended Sept. 30, 

N ~~ for wd September | net profit amounted to $1,077,950, 

we 


: compared with $930,085 for the 
pana yn ae ai ace ae r4 third quarter of 1938, an increase 
earn 


; - | of 15.8 per cent. For nine months 
ree-month period. This compared | 

ree $8,134,792 in the September |©™4¢d Sept. 30, net profit was 
quarter of 1938, an increase of 13.5 | ——— = : = 
per cent. For the first nine months, 
net profit amounted to $22,397,597, 
against $19,775,707 for the first 
three quarters of last year. This 
is a gain of 13.2 per cent. 


Eastern Air Lines 

Report shows net profit of $456,- 
840 for the first nine months, a gain 
of 232 per cent over $137,588 in the 
corresponding period of the preced- 
ing year. 


Holland Furnace 

For the quarter ended Sept. 30, | 
net profit totaled $640,560, com-— 
pared with $640,632 in the Septem- | 
ber quarter of last year. For nine | 
months net profit totaled $773,504, | 
compared with $760,997 for the} 
same period a year ago. | 


International Silver | 

For the third quarter, net income 
amounted to $151,710, compared 
with $294,713 for the same period | 
» year ago. For nine months, net | 
income was $394,695, against $183,- | 
123 in 1938. 


McKesson & Robbins 

For three months ended Sept. 30, | 
net profit totaled $804,082, com- | 
pared with $279,987 for the same | 
period in the preceding year. This | 
is a gain of 187 per cent. For nine | 
months net profit was $2,306,409, 
compared with $628,077 for the like | 


10°22 


1990 period. 
Standard Oil (California) 


Report shows net profit of | 
$5,523,295 for the September quar- 
1 drop of 34.8 per cent from 
net profit of $8,480,446 in the third 
quarter of last year. Net profit for 
nine months totaled $12,640,899, 
against $23,893,880 in ‘the same 
period a year ago. 


Bristol-Myers 

For the third quarter, net profit | 
totaled $625,159, compared with | 
$828,580 in the previous year. Net | 


income for nine months was) 
51,943,859, against $1,806,143 in| 
1938. 

Skelly Oil 


Consolidated net income for the 
juarter ended Sept. 30 amounted | 
‘o $609,327, compared with $695,180 | 
in the same quarter of last year, a | 
decrease of 12.3 per cent. Net in- 
for nine months was $1,366,- 
245, compared with $1,973,422 in 

1938 period. 


Continental Oil 


Net profit for the third quarter 
totaled $1,528,561, compared with | 
>2,706,698 in the same period in the 
preceding year. For the first nine 
months of the year, net profit was | 
4,065,842, against $5,793,406 in the 
~ period of the preceding year. 
i is a decrease of 29.8 per cent 


National Cash Register 
I the quarter ended Sept. 30, 
profit totaled $116,272, com- 
with $224,527 in the same 


Container Corporation 


Net income totaled $253,060 for 


the September quarter, compared 


with $16,145 in the same quarter Brunswick-Balke-Collender 


a year ago. For the first nine 
months, net income amounted to 
$285,308, against a net loss of $104,- 
106 for the 1938 period. 


Continental Can 


Net earnings for 12 months ended 
Sept. 30 totaled $12,787,941, against 
$7,026,531, an increase of 81.9 per 
cent. 


Tide Water Associated Oil 


Report for. nine months ended 
Sept. 30 shows net profit of $4,380,- 
318, compared with $8,416,905 for 


to the suggestion that 


year. 

| Sales for nine months amounted to . i 

$95,262,534, compared with $104,- Loose-Wiles Biscuit 

251,503 in 1938. | Net income was $311,566 for the 

| third quarter, against $342,939 in 

'the 1938 September quarter. Net 
For the September quarter, net) profit for nine months amounted to 

| profit was $1,235,593, compared with | $486,530, compared with $716,872 

| $602,488 for the third quarter of | for the first three quarters of 1938. 

last year, a rise of 105 per cent.) 

Sales gained 36.6 per cent, totaling Julius Kayser & Co. 

$5,326,418, against $3,898,231 for; For the quarter ended Sept. 30, 

the September quarter of 1938. net profit was $115,790, against 

Curtiss-Wright aa for the same period a year 

Net profit for the quarter ended | , —_ 

Sept. 30 amounted to $1,172,748, | Schenley Distillers 

compared with $444,036 for the| Report for the quarter ended 

third quarter of last year. For nine | Sept. 30 shows net profit of $994,- 

|months net profit was $4,543,552, 326, a gain of 25.7 per cent over 

| against $2,625,898 for the cor- | $790,992 in 1938. 


“All this conversation wouldn’t be 
leading u 
okay adding NEWSWEEK for our 

, next year’s advertising?” 


I 


‘Next year? We’re missing the boat by 
not being represented in NEWSWEEK 
right now! Its advertising linage is 
up again for October 75% over 
last October. That means NEWS- 


WEEK’s delivering.” * 


%°Special Delivery” for Advertisers — Right now NEWSWEEK is delivering 
results for advertisers. It’s delivering: 


(1) More than 375,000 alert-minded families 


though rates remain 


based on a 300,000 guarantee for the balance of 1939. 


the national average. 


(2) A market with an average family income of $4,851 . . . four times 


But ask your NEWSWEEK representative for a line-up of al/ the plus 
values NEWSWEEK is delivering. 
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Auditore Resigns 


James V. Auditore has resigned 


Pay Envelope Corporation, 


ETTY NICHOLS has what she wants 

when it comes to things that money 
can’t buy—her husband, her children, her 
happiness... And that’s why she (and a 
million and a half wives and homemakers 
like her) make up such a large and de- 
pendable market for the many, many 
things that money can buy! 

Among these things are lipstick (which 
Betty uses in a Medium shade); nail pol- 
ish, which she prefers in a contrasting, 
heather shade; and the other well-chosen 
clothes and cosmetics which help make 
her attractive to her husband and ad- 
mired by every other homemaker in 
Suburbia. 


She buys and reads fiction about “glam- 
our girls,” of course. And she shops for 
ideas in fashion magazines, too. But what 


Grasse, France, where ton 
r ‘s ‘ of essential oils of lavender 
1?) F ] I 4/f and lavandin are bought and 

- Tada vold yearly — making it the 
igi" world’s greatest market 
place for a vital ingredi 
ent of PERFUME 


, ao 
’ # 
4 * 
The American Home 
where over 2,000 
oa olumns of home- 
ey making editorial ma- 
terial (more than any 
other major maga 
ine) were published 
last veur mal iy’ it 
America s greatest 
Market-Place for 
a. [DpbhAS ON LIVING 


McCann Promotes Two 
Hugh A. Mitchell and Jackson 


! You, New York. 


is Celebrating her 
Tenth Wedding 
Anniversary 


— 


she reads in The American Home about 
how to make her home attractive to Bob 
and their friends is something else again! 
—THESE ideas she remembers and uses! 

Each month, 1,600,000 active homemakers, 

like Betty Nichols, lire by The American 

Home—because they find it a market-place 

which displays more ideas on living than 

they can possibly find elsewhere. 
Proportionately, more of these readers 
have incomes over $20 a week than read- 
ers of “women’s” magazines (current 
Starch Magazine Report). 

Anyone with a food or drug product 
that interests women with money to 
spend should note that every month 
1,600,000 homemakers go into The Ameri- 
can Home market-place to BUY IDEAS. 

Seems like a good place to show your 
wares... 


“You” Adds Marion Quin 

| Marion B. Quin, formerly with 
as president of National Premium Taylor, account executives, have! Mademoiselle, New York, has joined 
New | been appointed vice-presidents of | the trade promotion department of 
York | McCann-Erickson, New York. 


‘Glamour Girl’ Jilts Fiance 


... but Mrs. Robert Nichols 


THE PRIMARY HOMEMAKER MARKET IS ONLY 7% | 


OF AMERICA’S POPULATION 


{/ ne 


(8,600,000 FULL-TIME HOMEMAKERS IN URBAN WHITE 
FAMILIES WITH INCOMES OVER $20 A WEEK) 


THE AMERICAN HOME HAS THE HIGHEST % OF HOMEMAKER READERS 
PER FAMILY — 95.4%,— OF ALL MAJOR MAGAZINES (Storch Report) 


600,000 Families hwe by 


A viertcan Home 


The Marketplace for DEAS ON LIVING 


_ Getting Personal | 


Lee H. Bristol, v.p. in charge of advertising, Bristol-Myers Com- 
pany, will head up a drug section of the American Red Cross 
ennual roll call. . . 

J. F. Maloney, v.p., Peoples Research Corporation, will be 
married to a Louisville Junior Leaguer, a niece of Senator Kenneth 
McKellar of Tennessee. . . Erna Hofmann, lawyer-daughter of Wil- 
liam F, Hofmann, publisher of the Long Island Daily Press and Long 
Island Star-Journal, will be married next spring. . . 

Benjamin S. Katz, president, and Teviah Sachs, v.p., Gruen 
Watch Company, have received a bronze plaque given by apprecia- 
tive company salesmen. Bearing a medallion on which profile like- 
nesses of the two executives are modeled in bas-relief, the plaque 
has been hung in the lobby of the Gruen factory in Cincinnati. . 

Bill Tracy, account executive at Vanguard Advertising, won a4 
free long-distance phone call at the American Telephone & Tele- 
graph Company building at the N. Y. World’s Fair, on the last day 
of the season. He put in a call for a Los Angeles friend, but his pa] 
wasn’t home... 

Northam Warren, president and founder of the cosmetic com- 
pany bearing his name, presided at cornerstone-laying festivities at 
the new Warren plant at Stamford, Conn., last week. He paid tribute 
to the part played by advertising in making the expansion possible, 
His firm has spent $20,000,000 in advertising since 1911, and now 
maintains schedules in 51 countries. . . 

Add to the list of admen finding a novel way of announcing an 
addition to the family the name of Charles L. Miller, partner in the 
Gotham agency of Hellwig-Miller. His announcement was in the 
form of a parchment diploma which began: “Universitas Propa- 
gationis. . . This diploma makes known that Edward Stanley Miller 
has completed the term of pre-natal development prescribed by 
nature,” etc... 


Jay C. Hormel, president of George A. Hormel & Co., brought the entire cast 
of his radio show to Hormel headquarters in Austin, Minn., for a special broad- 
cast. Standing, left to right, are John Conte, singing star; Mr. Hormel; Elinor 
Troy, home economist; Wayne Griffin, program director, and John Hiestand, 


announcer. Seated: Martha Mears, vocalist, and Eddie Dunstedter, orchestra 


leader. 


Gordon Tuthill, a.m., Crucible Steel Company of America, has 
returned from a two-week trip to Chicago and Pittsburgh. He visited 
four steel mills in the smoky city and the National Metal Exposition 
in the windy city. . 

A scroll signed by 125 employes, an oil portrait and a gold watch 
were presented to Leonard Dreyfuss, president of United Advertis- 
ing Corporation, at a testimonial dinner held in Newark last week 
to celebrate Mr. Dreyfuss’ quarter-century association with United. 
About 75 business associates threw the party... . 

Russell A. Ziegler, a.m., Cluett, Peabody & Co., donned the pro- 
fessorial toga to talk to faculty and students of Union College at 
Schenectady, N. Y. . . R. W. Moore, prexy of Canada Dry Ginger 
Ale, Inc., is planning a party to celebrate the first birthday of “In- 
formation Please’ as a Canada Dry show on Nov. 14. Both broad- 
cast and party will be at the Waldorf-Astoria. . . 

The career of Wesley I. Nunn, advertising manager of Standard 
Oil Company of Indiana, is dissected at length in the current issue of 
the ‘Sooner Magazine.” It seems that Mr. Nunn is a native of Ponca 
City, Okla., and was graduated from the University of Oklahoma, 
where he established the college daily in 1916. He is a Kappa Sig, an 
honorary Sigma Delta Chi, and the daddy of a son who is in his first 
year at Northwestern University. . . 

Royal P. James, a.m. of Stowers Furniture Company and past 
president of the San Antonio Ad Club, insists that one cigar is suf- 
ficient to commemorate the arrival of twin sons, Royal Park and 
Raymond Percy. . . 

An ardent football follower, Herbert Baldwin, publieity director 
of Boston & Maine Railroad, hasn’t missed a Harvard football game 
in 14 years, played either at home or away from home... 

J. D. Dukes, secretary and treas., Sparrow Advertising Agency. 
Birmingham, Ala., has been named a member of Gov. Frank Dixon’s 
military staff, with the rank of lieutenant colonel. . . Frank Shannon, 
a.m., Tribune-Star, Terre Haute, Ind., heads the Terre Haute Mer- 
chants Association street decoration committee which will arrange 
proper decorations for the downtown business streets for the holiday 
season. .. 

Lloyd S. Larson went to lots of trouble to print announcements 
on the first anniversary of the founding of his agency in Minneapolis 
as a reminder that it’s definitely permanent now and is still grow- 
ing... 

Vernon Churchill, Northwest manager of McCann-Erickson. 
Portland, is recuperating from severe injuries suffered in an auto- 
mobile accident near Medford, Ore., while he and Mrs. Churchill 
were driving to San Francisco. A bone in one of his arms was shat- 
tered. Mrs. Churchill sustained minor injuries. . . ; 

Cliff Hooker, a member of the Chicago sales staff of Industri! 
Equipment News, is recuperating from serious injuries received 
an automobile accident. The mishap occurred Oct. 23 when he 
was homeward bound from his office. Another car smashed Mr 
Hooker’s “‘amidships.” 

Jerome A. Young, a.m. of Monarch Life Insurance Company, 
Springfield, Mass., kas received the Honorary Legion of Honor degree 
from Connecticut Valley preceptory, order of De Molay. . . 
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Advertising Copy | 3%",°,2 “MEREDITH SALESMEN TAKE A TRIP Blair Named VP. 
of Gay 90's on air coe stays white a vice-president of Sherman K. Ellis 


& Co., New York. He has been con- 
tact group head for the past two 
years and previously was with J. 
Walter Thompson Company. 


Cohane Joins L&T 


From morn to night 
Canada Dry Show Upon the Road of Anthracite.” 
New York, Nov. 8.—The omnis- 
cient experts on “Information When nearly there 
Please,’ NBC Blue program of Her only care 
Canada Dry Ginger Ale, Inc., found| 1s but to smooth 


no difficulty last night in answer- Her auburn hair. & — A oe ee paee hae 
ing a query as to the products ad-| Her face is bright, exceutive in chen e of miele aa 
-ertised, at the turn of the century,| Her frock still white, vertising on the Lucky’ Strike ac- 
py “Phoebe Snow,” “Sunny Jim” Upon the Road of Anthracite. count. He was formerly with J. 


and the “Mayor of Spotless Town,”| The saga of Sunny Jim made 
respectively. They even recited a| somewhat less an impression upon 
verse or two of the jingles which|/ yr. Presbrey than upon John 
made these Branca oe Kieran and Franklin P. Adams, 
In “The History and Develop-| who reeled off the Force “poetry” i ? i 

ment of Advertising,” the late as if they had heard it Ml Successful Farming salesmen took an air journey recently to survey their market- aka clan in foe Wace ra 
frank Presbrey devoted consider-| ; . 7 ing area. Front row, left to right: W. H. Kiefer, W. F. Jones, Stewardess Denton, : 
Frar ue ; instead of 40 years ago. : W. 42nd street. A. H. Jackson is 
ible space to the jingle rage which | Brice Gamble, Ed Meredith, Don Sweet. Second row: O. G. Schaefer, R. C. in charge 

burst out about 1890 and continued R J . BBDO Ferguson. Third row: Luke E. Miller, Forrest Blair, and at top, Lowell M. eaey. i 
for more than a decade. “Spotless othman oins —— ” 


Walter Thompson Company. 


Open New York Office 


The Scranton Tribune and Scran- 


intri ne - «| Krasne Names Peck 
own” did not appear to intrigue} _Edward E. Rothman, formerly 
oe 3 ublic until 1900, when James| Vice-president of McManus, John Names W. c. Elly ‘WCLO Power Up Krasne Bros., New York, has ap- 
Ke nneth Fraser first introduced and Adams, Detroit, has joined the Fur-Fish-Game, Columbus, 0O.,| Station WCLO, Janesville, Wis.,| pointed Peck Advertising Agency, 


that city in this rhyme: New York office of Batten, Barton, | has appointed Walter C. Elly, New | has increased its night time power | New York, to direct promotion of 
that Crt) : : Durstine & Osborn. York, as Eastern representative. from 100 to 250 watts. its Bernice foods. 
This is the maid of fair renown, 
Who scrubs the floors of Spot- ——— — - SS ss = = 
less Town, 


To find a speck when she is | 


through 
Would take a pair of specs or v Bl 


nd 1 er oyment isn’t slow BOY BL UE Cc 
For she Poss we Sapolio. i OME a youR HORN 


Spotless Town Popular 


Mr. Presbrey reported that the 
Spotless Town doggerel became so 
popular that allusions to that 
mythical municipality became com- 
mon on the stage, in newspapers, 
in public addresses and in political 
ontroversies, until the phrase be- 
ime synonymous with cleanliness, 
order and perfection. 

Nor did Mr. Presbrey neglect 
the adventures of Phoebe Snow, 
who could always wear white on 
her travels because she journeyed | 
ia the Lackawanna, “the Road of | 
Anthracite.” A typical jingle de- | 
cribing her painless peregrinations | 
was as follows: 

Says Phoebe Snow 


ou GET T 


—- 

tet ay oe 108 SE CONTRACT 
HERE r 

ERE THEY ARe/ 


New choice location on the heavy traffic end of 
Southern California's radio dial (780 kc). 


— STYPICAL 


Increased primary coverage, now reaching 97.2% 
of all homes in the 7 Southern California counties. 


TRAVEL STORIES: 


Multiplied signal strength since August |... 5 to 
10 times as strong in better residential areas. 


BUSINESS MEN—THERE IS A 
LESSON IN THEM FOR YOU! 


By taking over KEHE's frequency and transmitter 
thousands of new listeners were added to KECA's 
already established following. 


August time sales were 400% greater than preced- 
ing six months’ average. September up 75% over 


1A New Yorker boards TWA’s 
Non-stop “Sky King’’ 5:30 p.m. 
in Chicago—is home by bed- 
time—same day! 7 other fast 


Shte a day each way. - $44% | 
e,only. . # KECA will bring to Southern California listeners 


August . . . and gains continuel 


2Another man leaves Los 
\ngeles 5 p.m. aboard TWA’s 
“Sky Chief’’—sleeps his way 
across the continent in a | 
roomy, bed-size berth—lunches 


in New York next — $7 49% 


day! Fare . 


the greatest line-up in history of Blue Network 
programs for the fall of 1939. 


Lowest time cost of any major network station in 
J \ St. Louis man ‘‘commutes” 


‘times a week to Kansas City. 
“A s . ride by err 
te makes it in 114 hrs | 
via TWA! I-way . $12 


Giant TWA Skrciube by day— 
Skysleepers on all overnight 
flights. Frequent schedules 
‘paced to gain valuable busi- 
ness hours for you. 


Southern California. (Compare the rates.) 


KECA carries more local department store spon- 
sored 15-minute periods per week than any other 
major network station in Los Angeles. 


'WA hostess service, compli- 
mentary meals aloft. No tip- 


lf your selling problems are ‘different KECA will 
solve them in the billion dollar Southern California 


Ping, no *‘extras’’ to pay. 10°; 
discount on all round trips! 4 be 
Phone Your Travel Agent or 


lranscontinental & Western KFIi + LOS ANGELES ¢ KECA 
\ir, Inc. for rates anywhere. 


market. 
x 


Although increased coverage and added audience 
warrants an increase in rates, old rates are still in 
effect... but better sign today with KECA! 


FREE & PETERS, INC. 


KECA National Sales Representative 
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Mennen Matches 
Pay Their Way in 
Promotion Program 


Cost Per Inquiry on 
15,000,000 Estimated at 
9.3 Cents 


St. Louis, Nov. 8—The promo- 
tional power of the ubiquitous 
match cover was emphasized here 
this week with the disclosure that 
Mennen Company, Newark, N. J., 
maker of shaving products, would 
distribute 15,000,000 more covers in 
conjunction with its consumer cam- 
paign in magazines and newspapers. 

The decision followed a confer- 
ence between John Alden, Mennen 
advertising manager, and officials of 
the Universal Match Company of 
this city. During this meeting it 
was revealed that Mennen, in addi- 
tion to eliciting a more than satis- 
factory response from distribution 
of its first 15,000,000 covers, had ac- 
tually come out on the profit side 
in cost per inquiry. 

Each of the covers bore a coupon, 


| dimes, 


asking the consumer to send in 10 | test pulled 3,694 coupons and dimes. 


cents for a Mennen “Skin Tester” 
set, containing sample sizes of the 
Mennen products. Of the 15,000,000 
distributed, 57,309 came back with 
Cost per inquiry was esti- 
mated at 9.3 cents, exclusive of the 
consumer’s dime. 


Launched Test in 1937 


Mennen first thought of using this 
type of promotion in 1937. Prior 
to making a test, it conducted a sur- 
vey in Boston, Buffalo, Chicago, 
Denver, Indianapolis, Los Angeles 
and Pittsburgh to determine male 
reactions to advertising copy on 
match covers. Researchers asked 
2,130 men, “Do you notice book 
match advertising?” 

Affirmative replies were given by 
976; 358 said “usually”; 351 said 
“sometimes,” and only 245 professed 
to ignore such copy. Recall tests 
on previous match cover copy of 
four national advertisers were made 
at the same time. Percentages of 
those recalling that they had seen 
this copy ranged from 57 to 85. 
Tne variation, it was found, was in 
direct ratio to the quantity of 
matches placed in circulation by 
the respective companies. 

Mennen’s first actual test was 
made near its home ground with 
the distribution of 1,009,000 covers 


in Essex County, New Jersey. This 


| 


| Amarillo, Tex. 


Results were held _ satisfactory 
enough to warrant distribution on 
a large scale and the 15,000,000 
books were started on their way. 

They were distributed in selected 
cities throughout the country on the 
basis of population; 812,500 in Chi- 
cago, 50,000 in Seattle, and so on. 
The results of this campaign are 
responsible for the decision to con- 
tinue the project. 


Style Forum Organized 
in Chicago 

Chicago Style Forum has been 
organized at 222 W. Adams street, 
with Irving Parsons as managing 
director. In cooperation with Chi- 
cago civic and business groups, this 
organization will promote Chicago 
as a source for created style-mer- 
chandise. 

To launch its activities, the Chi- 
cago Style Forum will stage a trade 
style show Feb. 6 in the Chicago 
Civic Opera House during spring 
market week. 


Roberts Joins Keeling 
Ralph B. Roberts has joined the 


| copy staff of Keeling & Co., Indian- 


apolis. He was formerly with Bozell 
& Jacobs, Indianapolis, and pre- 
viously with the Daily Oklahoman 
and McCormick Advertising Agency, 


She Has $248 MORE to Spend 
than the Average American Family 


SHE’S AN AVERAGE Wichita housewife, with 
the average Wichita family income of $2498.00 

$248.00 above the national average! 
ment here is 30°%0 UNDER the national average. 


The big KFH AIREA is one of the nation’s rich 
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Indicative of the use that advertisers are 

making of a popular radio program is 

this copy which appeared in_ Illinois 

newspapers. Bozell & Jacobs, Chicago, 
is the agency. 


Grohmann Heads Agency 

Following a settlement with the 
estate of the late W. R. Needham, 
control of Needham & Grohmann, 
New York, has reverted to the cor- 
poration, with H. Victor Grohmann 
as president and treasurer. He was 
co-founder of the agency with Mr. 
Needham in 1931. 
elected are H. Nelson Kent and P. 
A. Phillips, vice-presidents; Donald 
H. Parker, vice-president and secre- 
tary, and K. A. Intemann, assistant 
secretary. 


Tampa Plans Campaign 


Plans for a $20,000 campaign to 
bring tourists and investors to 
Tampa, Fla., and Hillsborough 
county have been made by the city, 
county and chamber of commerce. 
Newspapers, magazines and book- 
lets will be used. R. E. McCarthy 
Advertising Agency, Tampa, is in 
charge : 


Other officers | 


= —— 
— 


October Linage in 


Business Papers 
Shows 8.6% Gain 


Chicago, Nov. 8.—October issye; 
of 110 business papers gained 8% 
per cent in advertising volume ove; 
1938 totals, according to report: 
published today in Industrial Mar. 
keting. The ten-month gain wa; 
1.1 per cent. 

Ninety-eight industrial papers ]eq 
the field with a gain of 9.7 per cep; 
for October and 0.4 per cent for te, 
months. The trade group of 2 
papers carried 8 per cent more busi- 
ness in October than in 1938 ang 
was 4.1 per cent ahead in the cump- 
lative total. 

Eleven papers in the class group 
surpassed the October, 1938, tota) 
by 1.5 per cent but lacked 0.2 per 
cent of equalling the ten-month 
figure. 


Asks for Experimental 
Broadcasting License 


Station WIP, Philadelphia, ha; 
applied to the Federal Communi- 
cations Commission for permission 
to install a new 1,000 watt fre- 
quency modulation experimental 


.| broadcasting station, using 43,400 


kilocycles. 

Advantages of frequency modula- 
tion transmission are said to be 
staticless reception and_ greater 
range of reception. 


Hygrade Promotes Pyle 


Charles G. Pyle, formerly assist- 
ant sales manager, has been 
appointed sales manager of the 
|lamp division of Hygrade Sylvania 
| Corporation, Chicago, succeeding 
S. Abbott, retired. Mr. Pyle, 
who has been with the company 
since 1920, will eventually make 
his headquarters in the New York 
| Office. 


To Reynolds-Fitzgerald 


Journal Publishing Company, Al- 
buquerque, N. M., has appointed 
Reynolds-Fitzgerald as _ national 
representative of the Albuquerque 
Journal and Tribune. 


In 1938 | 


and Again 


In 1939 


ONE of the FIRST THREE 
in Advertising Volume 


retail markets, supporting nearly 25.000 retail | 
stores doing a volume of almost $500,000,000.00 | 
this year. 


lL nemploy- Wichita ranks second among cities of | 


under 250.000 in national retail sales. Are you 


vetting your share of the tremendous “gate” in| 


this wealthy, top-ranking market? 
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' 

ARKANS&S CITY. COFFEYVILLE @PARSONS 
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TULSA, \ 
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| 

4 In the big KFH AIREA is a potential audience of | 

MANHATTAN @ “AWRE NC. as 292,421 radio homes—awhere you can reach the | 
TOPEKAe , 

eumne OPEKA® 6 } most people for the least money by using 


¢ | 
That Selling Station for KANSAS 


sjtenn D Gillett Fieiad 


Map shows coverage to the .I1MV/M line. 


1 i 7 | 
> P 
“WICHITA 

Strength Survey—1939 


CBS * 5000 DAY * 1000 NIGHT * CALL ANY EDWARD PETRY OF FICE | 


Covering a third of the country, serving a third 
motor vehicles, SOUTHERN AUTOMOTIVE JOU 
tions going to retail outlets;—more advertising tha 


of the national automotive retail books. Its advert 


19.2% 


compared to an increase of but 


country,—more driving—more repairs and replacer 


and much of the new income is going into automotiv 


To get your share of the Southern automotive ¢ 
advertising before the 20,000 readers of 


Member A.B.P. and A.B.C. 
including practically all jobbers and distributors and 


ity of the important car dealers, garages, fleets anc 


from Texas to Maryland. 


| ATLANTA, GA. | 
Thorough Coverage of Specialized ™M 


And Southern expansion insures further progress. 


of the country’s 


RNAL in adver- 


tising volume ranks among the first three of all automotive publica 


n all except two 


ising volume for 


the first ten months shows a 25% gain over last year. 


Motor vehicle 


registrations in the South have increased in the last seven years 30.5%, 
for the rest of the country. 
Annual gasoline consumption for the average Southern car has in- 
creased to 735 gallons, compared to 693 gallons for the rest of the 


nents. Southern 


Industry is expanding at double the rate of the rest of the country 


e channels. 191 


is going to be another great automotive year in the South. 


lollar place your 


SOUTHERN AUTOMOTIVE JOURNAL 


the large major- 


1 service stations 


wm,” 


ol n 


a 2 Nov 
- _ 
Z SS eee 
é | Ag 
= 5 ? 
es, 2 
wow V any a ne | 
cilia ae. sees | 
fs, a i " => —> se Dr 
a eC ” S| | 
ee ny Bei 
SAE roe “ae ar ere / 
ere we - a .—| : 2 s 
7 ae Ma ee ( 
‘. eo sag 
hie V 
ie ial | of ot 
oe | 
ae | maj‘ 
: vert! 
‘ ay side} 
a ee pola 
ee 7 Al 
te a | 
of -* a | — — + yp 
tisin 
As Po ma}t 
a | the 
ance 
Tl 
hae . es 
- UF 
it tisin 
= o | Jam 
ae Geo 
a 
ie | EI 
: fact 
7 : eacl 
th rer " ; - simi 
| > | eaten iE * iS - - ‘s P a . Whe i= ae es | in 1 
ig eR | : Je ake iM . aa aig SS he ; 
_ : eC . 4°. —— ee M 
ve 4 a . a = - = z ‘ ~ tl : thi 
ii SING > a 1939 Mint ee 
a a a CE Cats “ ‘ ah ; _, = —_ . | ; for 
i. aie THE ‘ : a2 - 9. a. Aa za th ow B sale 
me bees iy Se von Ga Ss eo 
| < * 14 i a ae MERA lt bes , B an 
= ve hy Be > Ae ao eB 
| j } _ y oe by ae wy. ae! % Viw : , “ofl ae ————————————— eS 9 — pro 
- Woy Aig ES, eel 
or oOo y - i, Meeks: ae ‘ —_ «yy | 001 
at ; : ’, se pais 28 ay . ~ 5 ceed =. | 
a \ WR Z i i ae PE In 1937 | «= 
2 allele 44 yee 3 Se 7 ; ' ‘ 
ee = 7 ween es Ls Veen. - « =e a 
. 2 wl j “AB 5, eos as . oR t ha > sur 
Me. a . -— — ae ry " v7 “4° wanes 4; ase hag vin : | — y te a | tive 
; ; ‘ " by. oe PS 14.4 a i riage é un RN am eli ea +) I side 
| Nv | a 7 ee! ERE,» : ecu 
+ ™“ : <4 : - hg Ae J b J =. aa re rie _ e ‘ how ager 
ce eee, ee wae ll ——— - 
Ew Se | ‘,: Eb hae ee  Be a \ a pap 
\ eae er $k re ia 
aie Se ( 3 . BP. = er ‘ Aa ; =e ie . 3 -_ 
ba oe er. me ~~ . Ree cf i: are en a, a lal f 
arid ' php Naar” isn “ie < . LS *, 7a se a oe ae *, . $ 
es : Vie is cl 
t a . A eae eg aie ie cae the 
— a _~ VIERATOR > FF ai ee Live aA ek yy ) 
eo: ys ° HMR. nt aa ent 
we 4 A y - : - bes Ses Be a und 
: . " » gf / . . sd Semmes. 3 ‘ nat , *'« 
- _ i 7 : : be > = . 
ae 
| i“ tttsCCCstitNCti‘(N!COtC(COtsésC:*Ctd.....eeeeeeee 
Pc cc crc cc trC“(‘(‘e.C(C‘(;C@E<«~_« |) 
pie . 
ee 
‘ ae 
ie s | 
ee 
: | a 
P 
. 
es | oO} .<c} | © 0 
ger | of) ‘ 4 fil 
ee: ole. = 
see 
a : 
R % 7 5 tor. f * J F 7 ae ; 4 she , ~ " ae Seay ee Shae ese | . : a . $ 


November 13, 1939 


ADVERTISING AGE 


29 


Agency Counsel for 
New York Stores 
Draws Brisk Fire 


Agency Newspaper 
Copy Poor, Retail Ad-| 


! 
advertisements do not come off, that | lack of flexibility and timeliness and | tached viewpoint” is valuable in the 


they are not as successful as depart- 
ment store advertisements, which 
vie with the news columns them- 
selves for attention and interest. 

“Agency advertising is more suc- 
cessful in magazines, where its lit- 
erary leanings, almost stories in 
themselves, are effective.” 

The implication is that some re- 
tail advertising managers believe 
store management to be too easily 


impressed by the glamorous, color- | 
AA ful copy produced by agencies for) 
vertising Managers Say |national advertisers, and to arrive 


| at a false premise in believing suc- | 


|failure to understand the store’s 
| point of view. Mr. Margolius quotes 
| Alan A. Wells, director of the sales 


| promotion division of the National | 


|Retail Dry Goods Association, as 
| believing that the present trend is 
but temporary, that agencies are 
brought in but allowed to “fade 
| out” again, and that agencies soon 
| outlive their usefulness because 


| they can take on only one problem | 


at a time. 


For Agency Service 


On the other side of the fence are 


. . | 
New York, Nov. 8—Employment | cess in this type of copy guarantees | the arguments advanced for agency 
of several well known agencies for | Similar success in day to day news-| service by the stores who have fol- 


major roles in department store ad- | 


paper advertising. 


lowed this technique and by the 


creation of new ideas; that the 
agency can afford and does spend 
much time on effective research and 
high salaried creative talent. 

Also emphasized is the national 
consumer outlook of the agency. 


_ This is advanced as extremely help- 


ful in the specialty shop technique 
of promotion desired by many de- 
partment stores. The agency’s ad- 
vantage in this instance is that it is 
equipped for long-range thinking 
and long-range planning. 

Mr. Bijur believed that every 
store should have an advertising 
consultant, although he added with 
equal emphasis that the consultant 
will be without value unless the 


KSL Announces 


Improvement Program 


Station KSL, Salt Lake City, has 
announced a $150,000 improvement 
and modernization program, re- 
|modeling its transmitter building, 
|installing new transmitting equip- 
|ment and erecting a 470-foot verti- 
|cal radiator to replace the present 
'antennae system. 

The changes will be in effect at 
the end of the year. 


‘Bunting Names Lefton 


Bunting Glider Company, Phila- 
| delphia, has appointed Al Paul Lef- 
|}ton Company, Philadelphia, to 
| direct the advertising of its gliders 
|and metal furniture. Business pa- 


Other objections held by the re-| experts who have been retained. 
tail advertising managers include | 


vertising programs has created con- | 
siderable speculation here as to 
whether this trend is to be of tem- | — =— ere cee —== —=== 
vorary or long-range duration. | 
~ An analysis of the divergence of THE OREGONIAN... THE THREE-MARKET NEWSPAPER! 
opinion, given by Sidney Margolius | 
n the Retail Executive, reveals that 
y» management of the stores con-— 
eerned has been responsible for the | 
move, rather than the retail adver- 
managers themselves. The | 
majority of the latter are against 
e introduction of agency assist- 


store has a strong advertising de-| pers, magazines and direct mail will 
They hold that the agency’s “de-| partment of its own. | be used. 


tising 


was the first to take such action, | 
engaging Sidney Garfield, president 
i Hirshon-Garfield, Inc., as adver- 
tising consultant. More recently, 
James McCreery & Co. appointed 


7. 
i Gather in all 
The writer names three stores | 
THREE fat turkeys 
Bijur, Inc., while Oppen- 
eim-Collins retained Roy S. Dur- 


which have retained agencies within 
tine ON THE OREGON ROOST! 


. sa) 
the past year. Franklin Simon’s | 
Problems Are Varied 


Ceorge 


we, 


od = 


Emphasized in this article is the 
fact that the problems faced by 
} each of these stores were quite dis- 
| similar, although the action taken 
in meeting the problems was the} 
same 
Mr. Garfield’s job is centered | 
chiefly on Franklin Simon’s men’s | 

| wear division. Mr. Bijur functions | 
| for McCreery as an advertising and 
y ales promotion counsel on a re-| 


tainer basis. Mr. Durstine’s post is | 
» an advisory one concerned with the 
» Oppenheim-Collins general ap- 
proach to advertising. In no case | 


ve these experts supplanted the | 
store's regular advertising depart- | 


An opinion which will be of in- 
terest to many national advertisers | 

s uncovered by Mr. Margolius in 
surveying retail advertising execu- 
tives who opposed the idea of out- 
side promotion counsel. These ex- 
ecutives, he writes, believe that | 
agencies do not understand news- | 
paper advertising. 

“National advertising, the product 
of the agency, is geared to the pace 
of magazines, in which the bulk of | 
t appears,” commented Mr. Mar- | 
olilus in reporting the opinion of | 


80i1Us 


the dissenters. “To prove their con- 
ntion that the agency does not | 
understand newspaper advertising 


AN THREE are yours—at one time— 
when you know how. These fat turkeys represent 


your logical choice: Fact 1; Oregonian circulation 
continues to show steady, substantial gains in all 


well as the store’s departments, 


the three rich Oregon Markets. The way to in- 
laimed that agency newspaper 


crease sales in all three—simultaneously—is to 
use The Oregonian. Here’s why: 


Market No. 1 is Portland, with 40% of the area's 
total sales paralleling 43% of The Oregonian’s 
circulation. Market No. 2 is the 50-mile zone, 
where you find 23% of the sales volume and 
32% of The Oregonian circulation. Market No. 
3 is the balance of the area—total sales volume 


of 37% paralleling 25% of The Oregonian’s cir- 
culation. 


three Oregon markets. Fact 2: The 89-year-old a 
Oregonian is first in influence. Fact 3: The Oregon- ‘* 
ian is first in reader preference. 

You say it with sales in the rich Oregon Market 
when you use The Oregonian. 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ staternents for 6 months period ending Mar. 31, 
1939, show Portland newspaper circulations as follows: 


DAILY SUNDAY 
The Oregonian . 117,553 The Oregonian . 156,248 
The Journal. . . 100,450 TheJournal. . . 106,463 


The Oregonian leads The Journal by 17,103 daily, 49,785 Sunday 


COLLINS | 
MILLER&@ 
HUTCHINGS 

INC. 


Gee 


Top this circulation efficiency with three other 
facts and you understand why The Oregonian is 


HE OREGONIAN 


THE GREAT NEWSPAPER OF THE WEST 


PORTLAND, OREGON 


| PAUL BLOCK AND ASSOCIATES (( NEW YoRK - cnicaco - BosTON - DETROIT - mand aie 


National Representatives ( CINCINNAT! - SAN FRANCISCO ~ LOS ANGELES ~ SEATTLE 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Advertising Art 
Veteran Dies at 
the Age of 90 


New York, Nov. 7.—Emil Roth- 
engatter, famous advertising artist 


for more than half a century, died | 


here Sunday at the age of 90. A 
pioneer in the use of zinc plates 
for poster work, he signed his work 
with the nom de plume “E. Roe.” 

He did the eight original draw- 
ings of the “Gold Dust Twins,” still 
used to advertise Gold Dust soap 
by Lever Brothers Company. Mr. 
Rothengatter received $8 a drawing 
for his Gold Dust creations. He 
also designed many Barnum & 
Bailey circus posters, and drew the 
gamboling, long-haired goats which 
have come to symbolize bock beer. 

Retired for a number of years, 
he was called back to work four 
years ago by the United States 
Brewers Association and the Brew- 
ers’ Board of Trade to herald the 
return of the dark beverage with 
a new batch of goat drawings. 

He came to New York about 40 
years ago after having been em- 
ployed for advertising companies in 
Cincinnati and Philadelphia. He 
served as an advertising artist for 
R. H. Macy & Co., and is remem- 


_— 


FULLER 


| bered particularly for his 
|Claus posters. Many of his originals 
|are now rare collector’s items. 


‘HERBERT S. IRVING 


Santa 


| Chicago, Nov. 8.—Herbert S. Irv- 
ing, president of the Irving-Cloud 
Publishing Company since its or- 
ganization in 1920 and one of the 
best known business paper execu- 
tives in the Midwest, died suddenly 
here Friday, succumbing to a cere- 
bral hemorrhage. 

Although most of his work with 
the publishing company which now 
issues Super Service Station was 
not directly connected with adver- 
tising, Mr. Irving had had much 
experience earlier in the agency 
field. His first advertising job was 
in 1910 when John Lee Mahin, 
originator of the 15 per cent agency 
commission plan, hired him as a 
stenographer at $5 per week. Both 
the salary and the title soon 
changed and Mr. Irving stayed with 
Mr. Mahin’s agency for seven 
years, leaving there to join the 
Charles H. Touzalin agency, also in 
Chicago. 

Later posts included vice-presi- 
dency of the Advance Auto Acces- 
sories Corporation and the same 
title as Western manager of Forbes 
magazine. 


He entered into partnership with 


Kenneth Cloud in 1920, organizing 
the present company. Its first pub- 


lication was Automotive Jobber 
Topics. 

‘OTTO GRASSE 

Kansas City, Mo., Nov. 7.—Otto| 


Grasse, secretary and office manager 
of Barrons Advertising Company, 
died here last week. He had been 
with Barrons for the past 25 years. 


WALTER S. FOWLER 

Frankfort, Ind., Nov. 7.—Maj. 
Walter S. Fowler, 46, co-publisher 
and managing editor of the Frank- 
ford Morning Times, died in Evans- 
ton, Ill., last week. He was also 
president of the Indiana National 
Guard. He was a son of G. Y. 
Fowler, founder of the Times. 


Asks U. S. to Promote 
Canadian Tourist Travel 


The Vancouver Tourist Associa- 
tion has suggested to the Canadian 
Travel Bureau, Ottawa, that the 
Canadian government ask sponsors 
of United States radio programs ad- 
vertising products marketed in 
Canada to mention during their 
broadcasts that there are no war- 
time restrictions on tourist travel to 
the Dominion. 


& SMITH 


From VARIETY 


Ke “Middleton Family at 
New York World’s Fair’’... 
a5 reel film in technicolor 
sound, 


and planned by 


this agency. 


‘About the most showmanly arti- 
cle yet produced . . . Attempts 
the hurdles of full dialog... a 
slick job of selling the Westing- 
. Will fit nicely 
on theatre dual program setups 


for all its 


house lineup .. 


_ apt to land there. 


commercialism.” 


71 Vanderbilt Avenue 


CLIENTS 


Ee 


i NEW YORK 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 
Aluminum Seal Co. 
American Can Company 
American Lumber 
& Treating Co. 
American Magnesium 
Corporation 
The Austin Company 
The Bassick Company 
The Bryant Electric Co. 
The Bryant Heater Co 


Central National Bank 
of Cleveland 


Chase Brass & Copper Co 
Cleveland Fruit Juice Co 


The Cleveland Railway 
Company 


The Climalene Company 


Commonwealth Shoe 
& Leather Company 


P. & F. Corbin 


i hatininge 


Mark Cross Company 

The Crowell-Collier 
Publishing Company 

Detroit Steel Products Co 


B. F. Drakenfeld & Co., Ine. 


Emery Industries, Inc 

Firth Carpet Company 

Fostoria Glass Company 

General Stokers, Inc. 

The B. F. Goodrich Co. 
Brunswick, Diamond, 
Hood and Miller Tires 


Goodrich and Miller 
Drug Sundries 


Hotels Statler Co., Inc. 


Kensington Incorporated 
of New Kensington 


The Leisy Brewing Co 

Lewis & Conger 

Lincoln Bag Company 

Alice Marks, Inc 

The National Screw & 
Manufacturing Company 


New York University 
Olney & Carpenter, Inc 
Patterson-Sargent Co 


The Pennzoil Company 


Presto Recording Corp. 


Steel Founders’ Society 
of America 


The Strong, Carlisle & 
Hammond Company 


The Trundle Engineering Co 
University School 


Virginia Hot Springs Co. 
The Homestead Hotel 
The Ward Products Corp 


Westinghouse Electric 
& Manufacturing Co. 

Westinghouse Electric 
Elevator Company 


Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Company 


Westinghouse Lamp Div 
Westinghouse X-Ray Co 
West Penn Power Co 


The WGAR Broadcasting 
Company 


WJIR The Goodwill Station 
The Wooster Brush Co 
The Wooster Rubber Co 


CLEVELAND 


1501 Euclid Avenue 


Canadian Home Journal........ ; 
Canadian Homes & Gardens.... 
Chatelaine ey 
fLiberty ..... erTeT. 

tMaclean’s Magazine “ 
Mayfair . 

| National Home Monthly. 


Total Group 


Country Guide & Nor’-West Farmer.. 
+Family Herald & Weekly Star 
Eastern Edition ...........+-- 
Western Edition 
The Farmer’s Magazine...... 
tFree Press Prairie Farmer... 
;Western Producer 


Total Group 
+Weekly—Oct. linage shown, 
tSemi-monthly—both issues included. 
aFive issues. 


November Linage 
Declines 11.7% in 
Canada Magazines 


Chicago, Nov. 8. — November is- 
sues of six major Canadian maga- 
zines carried a total of 168,400 lines 
of display advertising, a decline of 
11.7 per cent from the 1938 total 
of 190,674 lines, according to re- 
ports to ADVERTISING AGE today. 
This was a reversal of the trend 
|shown in October and September 
when gains of 6.2 per cent and 6.7 
per cent were reported. 

None of the monthly magazines 
was able to better its 1938 linage 
for November. Liberty, reporting 
October linage, registered an in- 
|crease with but four issues this 
year as compared with five in 1938. 

The two farm papers reporting 
November linage carried a total of 
35,577 lines, a gain of 33.3 per cent 
over the 28,183 reported for 1938. 
The Western Producer was the only 
one of three weekly farm papers 
reporting October linage to show 
an increase over 1938. 

Figures and page totals for the 
individual publications are shown 
in the accompanying table. 


Durstine Agency 
Lands Soft Drink, 
Retail Accounts 


New York, Nov. 8.—Roy S. Dur- 
stine, Inc., has been appointed to 
handle the account of Red Rock 
Bottlers, Inc., Atlanta, and has 
been retained in an advisory capac- 
ity by the Borden Company and 
by Oppenheim, Collins & Co., 
York department store, it 
learned here this week. 

Personnel additions to the agency 
staff include W. F. Wolf, formerly 
with Swift & Co., Andrew Jergens 
Company and Batten, Barton, Dur- 
stine & Osborn, who will do mar- 
keting work; Harvey A. Spooner, 
formerly 
rector; and Irma Phorylles, for- 
merly with Jane Engel, as a copy- 
writer. 

Red Rock Bottlers, a 50-year old 
company, has issued franchises to 
bottlers throughout the country to 


and Fruit Flavors. Employment of | 
the Durstine agency by Borden 
Company will not affect present re- 
lationships between that advertiser 
ow its agencies. 


Resumes Blade Promotion 


not included 


NOVEMBER LINAGE OF CANADIAN MAGAZINES 


Commercial Display in Canadian wo Papers 


i 
ee 


a——1939——- o——1938 
Pages Lines Pages Lines* 
28.6 27,053 40.4 28 one 
32.9 22,098 36.2 24.36 
35.5 24,837 35.8 25,05 
27.9 11,956 26.7 ite: 
£4.5 38,141 56.5 29 555 
50.3 33,814 72.7 48,85: 
32.1 22,457 35.2 24,65" 
— co —> Ss 
‘ 168,400 oss 190,67, 
c ‘ ct 9383—__ 
Pages Lines Pages Lines 
27. 19,796 19.2 13,79 
37.4 37,442 38.3 38,25 
28.6 28,578 29.8 29,83) 
25.4 17,781 20.6 14,38 
38.4 42,235 41.6 45,73 
15.5 16,996 14.7 16,2 
one — 
ee 37,577 ees oR 18 

in total. 


New York, 


broadcasts in 
Procter & G 


to new times 


be heard ove 
11:33 a. Mm, 
“Against the 


stream,” 
Blue outlets, 


New | 
was 


with BBDO, as art di-| 


Family.” 


the Red network, 
and “Houseboat Hannah” 


Skipping 15 


P&G and Phillips 
Swap Places on 
Daytime Program 


Nov. 9.—Cooperating 


in a large scale shift of daytin, 


volving 11 programs 
amble Company an 


Charles H. Phillips Chemical Com. 
pany will transfer nine P&G drama 


and switch two Phil. 


lips shows from morning to after. 
noon effective Nov. 13. 
the daily 15-minute serials are or 
the Red network and four on the 


Seven oi 


Blue network of the Nationa 
Broadcasting Company. 
Under the new P&G set-up on 


“Road of Life 
will bot! 
r different stations a 
and be followed h 
Storm.” “Vic and 


Sade” will be offered at 3:45 p.m 
and “Midstream” at 5:15. 
Blue network, 
piness” will be aired at 10:15 a.m 
to be followed successively by “The 
Story of Mary 


On th 
“The Right to Hap. 


Marlin,” ‘“Mid- 


which recently gained nin 


and “Pepper Young 
minutes 


“Guiding Light” follows at 11:45 


The two P 
renzo Jones” 
Brown” will 


Agencies 
Hummert, 
H. W. 


Company 
Blackett - Sa 


time on the 
hattan Soap 
Berch 


on the NBC 


order from 4: 
handling 
P&G shows are Blackett - Sample- 
Compton 
Kastor & Sons Advertisins 
and 


and His Boys” 
be aired from 11:30 to 11:45 a. n 


hillips offerings, “Lo- 
and “Young Widde 
be broadcast in tha! 
30 to 5 p. m 
the variou: 
Advertising 


Pedlar & Ryar 
mple - Hummert als 


handles the Phillips account. 
Another program which shifts i! 
same date is the Man 


Company’s “Jac 
which wi 


Blue network. Frank: 


lin Bruck Advertising Corporati 
is the agency. 


Sill With Brisacher 
| Joseph Sill, Jr., 
Los Angeles office of Emil Brisache 


has joined t 


= eee I i. 


make and distribute Red Rock Cola | 


& Staff, Los Angeles. 
merly account executive and cop! 


He was for 


chief in the San Francisco office © 
| Botsford, Constantine & Gardner 


‘Manual for Pabco 

A pocket manual for floor cove" 
ing salesmen has been distribut 
by The Paraffine Companies, S# 


| Francisco, maker of Pabco linolev" 
|} and felt base alae 


| Resuming advertising for the first | MAILING SERVICE 


1936, Personna 
New York, will 


i time since 
Company, 


Blade | 


iin a fall campaign for Hollow 
|Ground safety razor blades. 
Lewin 


agency. 


use 
newspapers and national magazines | 


A. W.! 


Count the 


CHICAGO 


Multigraphing — Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


Company, Newark, is the | 440 So. Dearborn St. 


Wabash * 


Dollars! 


e6006C0006 


‘THAT'S WHAT EACH SUBSCRIBER PAYS FOR 
«TRAFFIC WORLD EVERY YEAR 


@ TRAFFIC WORLD 
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Network Billings 
for October Soar 
to New High Mark 


New York, Nov. 8.—Radio’s three 
major networks enjoyed another 
record month in October, when bill- 
ings of National Broadcasting Com- | 
pany, Columbia Broadcasting Sys- | 
tem and Mutual Broadcasting 
System climbed above the $8,000,- | 
000 mark for a 23.9 per cent gain | 
over the corresponding 1938 month. 

For the first ten months of this 
year, total volume handled by the 
three networks was 14.9 per cent 
ahead of the total for the same 
period last year. 

October billings of CBS soared to 
$3,366,654 for a 41 per cent increase 
over the October, 1938, figure of 
$2,387,395. The CBS ten-month | 
record reveals a total business of 
$27,532,088 for a gain of 23.1 per) 
cent over last year’s total in the 
same period. 

NBC’s October billings were $4,- 
219,253 which represented an 11.8 
per cent upturn over the same 1938 | 
month. So far this year, the net- 
work has handled $36,729,622 worth | 
of business for an increase of 9.1) 
per cent over last year’s total of | 
$33,676,688. 

Aided by its World Series’ exclu- 
sive, Mutual registered a 23.1 per 
cent improvement in October busi- 
ness. This year’s figure was $428,- | 
921 as compared with October, 1938, 
when the total was $347,771. For 
the ten months to date, MBS has 
handled $2,685,038 worth of busi- 
ness for a 20.8 per cent gain over 
1938's $2,222,026. 


Coming 
Conventions 


Nov. 14. Fall meeting, Central | 
Council, American Association of 
Advertising Agencies, Chicago. 

Dec. 4. Meeting of Eastern 
Council, American Association of 
Advertising Agencies, Hotel Roose- 
belt, New York. 

Feb. 20-21. Annual meeting, In- 
land Daily Press Association, Hotel 
Sherman, Chicago. 

March 26-29. Annual Packaging | 


| 
| 


Exposition and Conference, Hotel | 
Astor, New York. 
ANPA Bureau Describes 


The story of how 21 Federal 
Savings and Loan Associations in 
New York increased their assets 
$25,427,345 in two years by means 
ol a cooperative newspaper adver- | 
Using program is told in Advertis- 
ing Facts No. 24, issued by the pro- 
motion and research department of 
the Bureau of Advertising, Ameri- | 
can Newspaper Publishers Associa- 
tion, 

According to the digest of a sur-_ 
ey contained in the folder, 73.8 per 
cent of 531 member associations of | 

Federal Home Loan Bank 
Board rank newspapers as_ their 
most effective medium. 


NOW(YOU 


“yeg 


HOSPITALITY 
in WASHINGTON 


—f 


VANIA Ave.atiathS:.NW 
WASHINGTON, D.C. 
. C. Schiffeler, General Manager 


Vanderploeg Named 
Kellogg President 


Watson H. Vanderploeg, execu- 
tive vice-president and _ general 
manager of Kellogg Company since 
April, has been named president 
succeeding W. K.. Kellogg, who be- 
comes chairman of the board. 

Joel S. Mitchell, vice-president 
in charge of the foreign division, 
was named first vice-president and 
will continue in charge of foreign 
business. Earle J. Freeman, vice- 
president, will continue as director 
of domestic sales. 


Fused Collar Back 
in Promotion Copy 
After Patent Fight 


New York, Nov. 8.—Following a 
lapse of almost two years, adver- 
tising in behalf of the “fused” 
shirt collar reappeared in newspa- 
pers here this week, under the 
sponsorship of John David, Inc., 
men’s furnishings chain, which 
placed the copy cooperatively with 
Manhattan Shirt Company. The lat- 


shirt manufacturers were licensed | 
to use the process and featured this | 
fact in newspaper and magazine | 
copy, court actions and patent liti-| 
gation have virtually eliminated 
mention of this element in promo- 
tion. 


Describes 10 Advantages 


John David used a half-page to 
describe 10 advantages of the newly 
improved collar. The fused feature 
was referred to as “Manhattanized.” 
While neither Celanese Corporation 
nor Manhattan Shirt Company have 


Plans Two Steel Films 


Bethlehem Steel Company, Beth- 
lehem, Pa., has started production 
of two commercial films through 
Audio Productions, Long Island 
City, N. Y. One six-reel film will 
depict the manufacture and use of 
strip and sheet steel and tin plate, 
and another of four reels will show 
the manufacture and use of wire 
rope and strand. 


Ronrico Names Byron 


Ronrico Corporation, Miami, has 
appointed Mark Byron, Miami, to 


Akin to “Tourist Court” ter is a licensee of Celanese Cor-| formulated plans for national pro- a? Markieg = 
Tourist Court Journal, Temple | P°ration which recently acquired | motion of the process, the local) ¢)<¢ national consumer advertising 
Tex., has appointed William S. patent rights to the process from| campaign will be continued ag- 


Akin, Chicago, 
manager. 


as Central West 


Trubenizing Process Corporation. 
Although at one time several 


gressively, the men’s 
chain has announced. 


furnishing 


the company has ever undertaken, 
the campaign will break next 
month. 


COURTESY THE STUDEBAKER CORPORATION 


“STOP-—just a minute!” ‘5 


—is the command every advertiser hopes will be delivered by his advertisement. It 
may be the bold cry of an arresting headline and a strong and vigorous layout, or the 
subtle, appealing “Look!” of a charming design. It may be beauty of form, warmth of 
color, truth or idealism, expressed by brush or by camera that will halt the hurrying 
eye of the reader. Be it one or all of these, copywriter, designer, artist and photogra- 
pher will sigh with satisfaction when their job is done—the objective accomplished. . . . | 
But is it? . . . To the photo-engraver is given the task and the responsibility of preserv- a 
ing in copper and zinc the product of the minds and the hands of the creators. On his 
knowledge and experience, his skill and craftsmanship, his intelligence and under- 
standing largely depends the success of carefully developed plans. In no other field, 
perhaps, is this more thoroughly understood and vitally important than in the adver- 
tising of the automotive industry. It is not surprising then that you will find many 


of the largest and wisest buyers on the books of the Rogers Engraving Company. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President e 
2001 CALUMET AVENUE -« 


Master Craftsmen of Photo-Engraving 


CALumet 4137 ¢ CHICAGO, ILLINOIS 


Phone: 
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ADVERTISING AGE 


November 13, 1939 


Advertising Press 


Close on the heels of the 


radio 
classification were business papers, 


a) 


~ NOVEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


-_—— 


‘ , r——1939 cn 1938 | 19397". -——193 8s—_. 
October Lina e whose 20,342 lines gave them almost Pages Lines Pages Lines Pages Lines Pages Lines 
g 8 per cent of the total. STANDARD Woman's World 10.7 7,292 11.4 7,775 
7 > ications Thic American Mercury . 12.2 2,396 14.5 2,849 —— ee 
Up 11% Over 38 a en Atlanti 32.1 7,632 41.1 9,784 Total Group ..... secse eve 484,765 12. 432,089 
/ these figures are based, together |*.* a a aan + : 
, Current History .. a4 2,215 13.1 940 WOMEN’S GROUPS 
The 8 on y , . . , east h = dividual totals for “Sum ’ " 4 a. fe o oF - = “J “. i. . : as 
Chicago, Nov. 9.—Promotional with the in . _ Forum & Century 1.6 3,260 5.3 3,993 | Pawcett Women's Group— 
advertising in the advertising press, Month, are as follows: Harper's Magazine 39.3 9,347 45.8 10,895 Hollyw00d ....600000-. 31.5 eh 36.8 = 082 
; —— - -_— ion Picture 32.6 3,6 29.5 7 
moved up substantially in October, Lines Total G 24 860 se.ese| notion Ficture . oS ae fe =9i2 
> “- ADVERTISING AGE (WwW 108 780 | otal Group . 24,86 30,036 Movie Story i nae 9 8 13,766 29.5 2384 
compared with October of last year, | 4 masts paginas aE AW Jevseee ’ | GENERAL Romantic Magazine i 26.1 10,955 22.3 36) 
according to a tabulation released Advertising & Selling (m).. 26,768) *Ace Fiction Group 12.0 2,680 18.8 4,202 Screen Book ..... 31.5 13,234 28.5 952 
here today Printers’ Ink (w)..... .... 36,540 | American ...... 50.3 21,570 39.6 17,008) Prue Confession .......-.. 29.0 12,185 24.8 1,434 
ally , ; ’ ‘ zs 974| American Boy 10.1 6,884 8.2 5,581 oat cnet Tie ‘ 
. > > ! € é rou 
The total for the advertising| Printers’ Ink Monthly. . 15,274) samerican Forests .. . 7.0 2,940 7.0 2,940 alae ade ie teense P 83.2 14,263 32.3 13,865 
press was 258,370 lines for October, Sales Management (sm).... 44,814) american Home (National), 46.1 29,148 38.4 24,273] Movie Mirror .......... 37.4 16,039 35.3 15.13% 
compared with 232.008 lines in the ,, Ay) ee 26.194 | American Legion ' 14.2 wane 15.2 6,531 tadio Mirror ... 11.4 13,465 30.2 2 948 
> ¢ y S , ecori ons 6. 037 5.6 3,535 Tria Kx aria - ] 4 29 © ey 
corresponding month of 1938, an eee Tr arts & Decoration =6 oe nd oe True Experience 34.2 14,654 32.5 61 
incre € f 26.362 li r 11.4 per . . Asia ......-. 3.2 1,365 4.3 1,872 True Romances ... 35.4 15,191 34.1 1,648 
‘rease of 26,362 lines, or 11.4 per Better Homes & Gardens $7.6 23,740 37.1 23,445] yoaern G ans 
— Promotes Two Whiskies ene © Gates ae ee Oe ere | Modern Group ; hia 
cent. C; ] t Di still — C i = aL seven ae8 ] 4: 4 S ot , ie ’ ind Modern Romances 34.8 14,918 34.0 14,985 
The October figure was also sub-| ,, ~“ _— ———e orporation, | Boys’ Life 13.1 8,690 13.0 8,815 Modern Screen 36.1 15,479 = 37.7 164 
; A | New York, will use 338 newspapers | Child Life .... 7.6 3,254 9.4 1033) acenanis ri 
tantially al ‘e that for September ’- | Screenland Unit 
stantially above that for september, throughout the country, and four | Christian Herald 22.2 4,506 20.4 8,770! gereenland 23.3 9,977 18.0 7,74 
when only 211,218 lines of adver-| national magazines in a_ holiday | College Humor 5.6 2,488 4.3 1,844) Silver Sereen ... 22.9 9,839 17.9 694 
ising were re ° : - ai inane fhe ener ¢ ~.,. | Cosmopolitan 56.2 24,098 $7.7 20,483 | as aaa " PaCS od 
tising were reported —— ’ ¥ Res« A and Spe- ieantey Babe. . 380 625,526 41.7 28,015 | esaieliieiie, ans ane Sa 
Newspapers in Lead cial whiskies. Copy will stress the | py. 7.8 3,353 6.7 2.854 jo 
claim that men of all tastes Esquire (Nationa}) 68.8 46,256 81.3 54,626 OUTDOOR 92 9 927 «20.3 ‘ 
The largest volume of promo- choosing Calvert. Benton & Bowles,!} squire (Spec. Kdition). 6.5 4,368 9.3 6,216 ont grag © are gaeay 44.0 see 31.2 ‘38 
tional advertising placed during the New York, is the agency. *Extension Magazine .. 7.8 0,375 6.8 4,702 Ac com. 17.6 7565 18.3 732 
. . ais ARE Tor ; ; 89.0 6,248 87.1 55,063 7s 1B oNse °° = Bs inp Sal £89 
month was for newspapers, which she cantina ‘ss k aoe io7 5594 | Hunting & Fishing 18.5 7,925 17.4 7,47 
> 29e ‘ . . ° ve . - ~~" Md : . "te P a ° > One 7 ¢ 
used 74,326 lines, or 29 per cent of Blue Bonnet Oleo Bows | House & Garden 38.0 24,018 41.0 25.925 | National Sportsman 19.3 By — 668 
the total. Magazines used 53,256 " ; House Beautiful 70.3 44,405 39.8 25,176 | Outdoor Life ++ ie at 
line ‘ 21 per cent of the total Standard Food Products Indian- | instructor 14.0 9,595 12.9 8,838 | “Outdoors 99 4,263 = 9. 84 
ines, or <1 per cent oO 1e total, |, lis chase af Gates Pp , = * “4 a wer : 6'0¢1 | Outdoorsman 15.5 6,641 19.9 534 
while radio was a bad third during | 2P0”* maker of Sala-Tang salad} Mechanics Illustrated 43.7 9,785 40.5 9,061)... fiel °0 4 8751 18.7 0 
again _* a trad curing | dressing, will introduce Blue Bon-| Moose ......... 7.0 3,016 £0 868,019 | SPOT Ane ate wae. acae a 
the month, accounting for only| net Vitaminized oleomargarine soon | *Motor Boating 58.9 25,425 53.1 22,923 Socal Grows 86.851 =a dee 
22.484 lines, or less than 9 er cent. j Se ¢ sWreNs _ National Geographic cu . 28.0 6,674 13 7,919 ota " be “ hata , 4 
; . ee Sees Nation’s Business ... 44.4 19,038 39.2 16,820| MAIL ORDER — son | 
en) *Nature Magazine 4.3 1,851 4.7 1,999 | Comfort ......... as yt: HH * 
Open Road for Boys.. 8.5 648 9.6 4,103 | Good Stories °c 91748 «(4.0 — 
Physical Culture ... 16.6 7,13 15.5 6,663 | Home Circle ..... 2 get % neers 
Popular Mechanics . 88.1 19.725 90.0 90,158 | Mother’s Home Life 3.5 2,435 6.1 1,24: 
*Popular Publications Group 12.0 2,665 15.5 $3,417 a - - ~~ ee _ eo 
Popular Science .. ineaw ae 16,964 82.3 18,444 Total Group ......+++.+: cee 9,752 oes 15,462 
Redbook 42.4 18,181 38.0 16,318 | OCTOBER WEEKLIES & SEMI-MONTHLIES 
*Secrets . 6.1 2.620 6.1 2,627 (Five issues for weeklies unless otherwise noted) 
| Scientific American 13.9 5,983 14.1 6,028 |*The American Weekly..... 35.5 67,616 27.9 53,152 
Spur ‘ 22.0 14,784 27.9 18,768 | Business Week 118.2 750,715 104.7 $4,929 
*Street and Smith Coimb 13.9 3,108 16.5 3,696 | Collier’s ...... 159.4 *108,403 165.0 112,230 
| *Sunset Pak ead . 25.7 11,035 23.3 10,017 | Cue be baeans 61.6 26,445 58.2 21,494 
Town & Country.. 55.7 37,408 56.8 38,189 | Family Circle 59.3 25,429 39.2 16,816 
Travel ; 7.2 $524 10.1 6,366 | Forbes 34.1 14,631 20.3 869) 
| True Detective . 12.8 5,471 10.1 342 | Grit 51.9 19,601 49.7 18,776 
*Thrilling Group . 19.8 1,430 20.8 4,666 | Liberty 70.3 30,148 70.9 30,410 
l*Yachting . $8.1 30,415 16.5 29,388] Life 209.1 142,168 99.2 63,081 
as pinata A ea 22.3 15,175 24.0 16,346 
} TOGA) Grouse ..rcsesss aa 627,672 607,535 | The New Yorker........ .198.2 85,023 256.7 110,108 
| WOMEN’S MAGAZINES *New York Times Magazine. 29.2 §29,219 34.8 35,260 
|} (j00d Housekeeping . very 43,378 104 44.727 | Newsweek .....sscceees 91.4 39,219 52.1 22,371 
| Harper's Bazaar 91.1 61,198 103.9 69,807 | Pie 5 ares 5.9 £3,986 Tre é 
Holland's ‘ 18.3 13,805 16.2 12,247 tadio Guide : ‘ ..- 15.6 10,637 15.1 10,272 
Home Arts Needlecratt 4.1 2,795 6.6 4.475 | The Saturday Evening Post.249.4 4169,600 241.7 164,387 
Household is 16.1 10,944 13.2 S.OTS t POOMBBEIO ccs viccsssace 10.6 4,555 te 5,013 
Junior League . . 14.3 9,053 11.7 7,379 | This Week 32.3 33,297 28.9 9 SOL 
Ladies’ Home Journal 60.3 10,970 60.9 06S TRS o0csaen 242.4 103,993 226.7 97, 23% 
Mademoiselle . 55.6 25,860 21.1 9,094) U. S. News . 20.1 41,992 20.7 13,20 
McCall's : 57.1 38,817 56.0 38,091 eee —_ 
Parents’ (National) 47.6 20,415 38.1 16,346 TORE GPOUD ki nevaeses 1,017,866 903,576 
Parents’ (Spec. Edition). , 24 1,050 4.5 1,951 | ————— 
Photoplay 23.3 15,833 16.1 10,934 *Figures provided by publisher. 
*Picture Pla; . 14.2 6,077 12.3 5,291 "Not included in total. 
True Story .. 51.1 21,931 52.0 22,288 ‘Four issues. 
Vogue .. 117.9 74,518 133.7 84,493 tThree issues. 
Woman's Home Companion.. 63.0 42,814 70.1 47,668 §Page size reduced from 1,040 to 1,000 lines Oct. 1 
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Let’s Putt-putt the 
Power On! 


Money makes the mare go, gas and oil make the out- 
board-motor go, and buyer-interest makes your propo- 
sition (and our magazine) go—and go and go. 

So why not put the power of your advertising on, 
and putt-putt right along into the great market made 
up by OUTDOORS’ 100,000 sportsmen readers and 
their families? 

You'll be carried steadily and far by the power otf 
100,000 readers’ confidence in their favorite hobby 
magazine, OL TDOORS. 

This confidence is built up and held not only through 
expert and well Known contributors, but by seven ex- 
pericnced department editors like Cliff Bradley, Boat 
ing Editor, Walter Lingo, Kennel Editor. 


Let the strength of reader confi- 
dence these two men and the other Watch Us 
Grow and 


five expert OU PDOORS' editors 
have built add power to your adver- 

Grow with 
Us! 


tising propeller! 
100,000 Net Paid Guaranteed 
$420 a Page 


BOSTON e NEW YORK e CHICAGO 
Mark W. Burlingame in Boston Ravford A. Mann in Chicago 
Nelson J. Peabody in New York 


November Linage 
in Magazines 
Shows 2.7% Gain 


New York, Nov. 9.— National 


magazines carried 1,384,783 lines 
of advertising in November issues, 
w gain of 2.7 per cent over the 
1,348,816 carried in 1938, Publish- 
ers’ Information Bureau reported 


today. This increase follows a de- 
cline of one per cent reported for 


October and a gain of 1.1 per cent | 


in September linage. 
Weekly and semi-monthly maga- 


| zines, currently reporting October | 


linage, continued the favorable 
trend of the past several months 
with a gain of 12.6 per cent. They 
carried a total of 1,017,866 lines as 
compared with 903,570 in 1938, 


| although many published but four 


issues this year as compared with 


five in 1938. 

All but two of the monthly 
magazine groups registered  in-| 
creases over 1938 figures. General 


magazines carried 627,672 lines as 
compared with 607,535 last year, a 
gain of 3.3 per cent. 

Women’s group magazines re- 
ported a total of 200,893 lines, an 
increase of 8.4 per cent over the 
1938 total of 185,337. Women’s 
magazines carried 434,755 lines as 
compared with 432,988 last year, 
a gain of 0.4 per cent. 


Outdoor Group up 12.9°% 


Outdoor magazines scored an in- 
crease of 12.9 per cent with 86,851 
lines as compared with 76,958 in 
1938. Linage in standard magazines 
totaled 24,860, a decline of 17.2 per 


cent from the 30,036 reported by 
this group last year. Four mail 
order magazines carried a total of 


9,752 lines, a decline of 36.9 
cent from the 15,462 carried by this 
group in 1938. 
Figures and page 
individual magazines are 
the accompanying table 


totals for the 
shown in 


‘Baxter Appoints Mills 


per | 


| 
H. C. Baxter & Bro., Brunswick, 
Me., canned foods, has appointed 
|Ray Mills Advertising Agency, 
| Auburn, Me., to handle its adver- 
| tising. Newspapers, radio and direct 
| mail will be used. 


ae * 
C. A. Higgins Named 
| Claude A. Higgins, New England 


representative of 
will also 


Mademoiselle, 
represent Picture Play, 


‘Seymour Joins Stevens 


J. Howard Seymour has joined 
the Stevens Hotel, Chicago, as 
director of advertising and pub- 
licity. He was formerly with Sey- 
mour & Putnam and _ previously 
with the Chicago Tribune. 


| Crowell Shifts Johnson 


Fred W. Johnson, formerly on 
the Western staff of Country Home, 
as been transferred to American 


|another Street & Smith publication. | Magazine. 


| 


THREE ‘‘HIGHS’’ ayo ONE “LOW” TO CONSIDER 


What's New 


= : 


bS2sessmegss . 
Started 1933 


Maremians 


INDUSTRIAL EQUIPMENT NEW 


Member CCA 


WHILE SELECTING PUB: 
LICATIONS TO REACH 
OPERATING MEN IN All 
INDUSTRIES DURING 1 


HIGHEST IN CIRCULATION. . . reaching 52,023 active plant 
operating men in all industries . .. . all at their request. 
HIGHEST IN DIRECT EVIDENCE OF ADVERTISING EFFECTIVENESS 


by a wide margin producing more results than any pub- 
lication of similar distribution . . . because used by 
operating men to look for current needs. 


HIGHEST IN NUMBER OF ADVERTISERS . . . leads the field 


by a wide margin . . . (more than 390 using the Novem- 


ber issue.) 


LOWEST IN ADVERTISING COST. . . standard effective rep- 


resentation costs only $79 to $85 a month. 


| DETAILS?...WRITE FOR THE “IEN PLAN” FOR CONSIDERATION IN 1940 SCHEDULES 


pe PUBLISHING CO., 461 Eighth Ave., New Yor 
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New Container 
Aids N. Y. Dairies 
to Slash Prices 


(Continued from Page 1) 

that the dairies are mulcting every- 
one with whom they do business. 
The average consumer has _ been 
unable to appreciate the intricacy 
of the dairy’s operations and the 
tremendous distribution problems 
involved in getting the milk bottle 
to the doors of millions of homes 
every morning. 


Business Watches Experiment 


Tuus, the new experiment will 
be watched with interest not only 
by milk companies in all parts of 
the country, who have wrestled 
diligently with their public rela- 
tions problems, but by business 
men as a whole, confronted with 
the same general necessity of pay- 
ing high wages and maintaining 
high standards of service, while 
holding prices down to the min- 
imum. 

The new two-quart container 
will be put into service gradually, 
making its debut in Brookiyn next 
Monday, and being extended to 
other areas until it is available by 
the first of the year in the entire 
New York milk shed, including up- 


state New York, Vermont and 
Pennsylvania. 
Borden copy was to appear in all 


New York dailies before the end of 
the week, while Sheffield embarked 
on an even more ambitious adver- 
tising adventure, planning to use 
150 dailies and weeklies in its ter- 
ritory, in addition to the metro- 
politan group. 


Larger Pay Loads 


Borden advertising, prepared by 
Batten, Barton, Durstine & Osborn, 
featured the economy angle, also 
suggested in its name for the new 
container, ‘“Econo-Way.” Borden 
claimed the original conception of 
this money-saving idea, and ex- 
plained that “Econo-Way saves the 
waste of gasoline, oil, tires and 
vehicle wear carrying a load that 

actually 55 per cent glass bottles 
and cases, and only 45 per cent 
milk. It also saves the cost of 40,- 
000 Borden bottles lost or broken 
every day.” 

The insertion, signed by William 
H. Marecussen, president of Bor- 
den’s Farm Products, said that 
while it will be several weeks be- 
fore the new container is available 
in every neighborhood, all five 


boroughs of New York will eventu- 
ally be covered. 

Sheffield copy, prepared by 
N. W. Ayer & Son, also emphasized 
the economy appeal. The advertis- 
ing, devoid of a trade name for the 
new container, told the public that 


distribution of a quality product | both the unit and the shape proved | 
with a consequent saving in cost| ponderous. A 


which is passed on to you. 


three-quart con- | 


It does | tainer was evolved in Minneapolis | 


not require a reduction in the price | and St. Paul but that, too, failed to 


paid to farmers for the high-qual- 
ity Sheffield milk they produce.” 

The new container is a rugged 
product, designed to fit into refrig- 
erators without a transfer of con- 
tent. It has been 
tested both in New York’s suburbs 
and in the wholesale trade, as well 
as in deliveries to apartment 
houses. 


Fight to Cut Costs 


The dairy industry has long 
sought some method of delivery 
which would reduce the five to six 
cents which it now costs to place a 
bottle of milk at the door of the 
consumer. The education of the 
housewife to buy her daily ration 
at stores has been attempted in 
some quarters. In others, the use 
of milk powder has been espoused. 
Every conceivable type of con- 
tainer has been tested. Gallon jugs 
were developed in some cities, but 


thoroughly | 


prove popular. In Illinois, a sys- 
tem of alternating stops, or de- 
livery every other day, was tried, 
but housewives were loud in their 
criticism. 

In New York, the troubles of the 
dairies have been emphasized by 
an advance in the price paid the 
producer. This high price has 


/automaticaliy spurred production, 


and a huge surplus has been the 
inevitable result. 


NNPA Adds Two 


The Press-Telegram, Long 
Beach, Calif., and the Star - News 
and Post, Pasadena, Calif., have 
been admitted to membership in 
the National Newspaper Promotion 
Association. 


New WXYZ Transmitter 

Station WXYZ, Detroit, will put 
its new 5,000 watt transmitter into 
service Nov. 23. This is an increase 
in power from 1,000 watts. 


FCC Starts Probe 
on Hook-Up for 


Last World Series 


Washington, D. C., Nov. 9.—The 
Federal Communications Commis- 
sion is probing the late world series 
to ascertain whether pressure was 
brought against any stations not to | 
carry the broadcasts. The series 


was carried exclusively by Mutual | 


Broadcasting System. 

The questionnaire being dis- 
patched to stations, for return not 
later than Nov. 15, asks them 
whether they carried the series, and 
if so, under what terms; further, 
whether any attempt was made by 
any person or organization to in- 
fluence or persuade them not to 
carry the program. 

Other questions: 

“If broadcasts of the world series 
were not presented over your sta- 
tion, state (a) whether the programs 
were offered to you, but refused be- 
cause of an agreement with a net- 


work or other organization; (b), 
whether you were influenced py 
other persons or organizations to 
refuse the programs, or were pre- 
vented from accepting them, and 
(c) whether an attempt was made 
by you to obtain the programs, and 
if so, why you were unable to make 
arrangements to obtain them.” 

The Commission said that the 
names of complaining stations will 
not be divulged, and that the in- 
formation received will also be re- 
garded as confidential. 


Sterling Products Buys 
Ironized Yeast Company 


Sterling Products, Inc., Wheel- 
ing, W. Va., has acquired Ironized 
Yeast Company, Atlanta, Ga. The 
purchase, involving several million 
dollars, followed by several months 
the death of J. G. Dodson, presi- 
dent and owner of Ironized Yeast. 

Headquarters of the new Sterling 
subsidiary will remain in Atlanta. 
No change in management or poli- 
cies of Ironized Yeast is planned 
at the present time. 


This Ancient Greek took just one peek—and said: “It’s 


ORTHACOVSTIC 


(TRUE SOUND) 


And when you take one peek—or better yet—one listen to 
NBC Transcriptions made by the amazing new Orthacoustic 
recording system, you'll agree that here is a truly revolutionary 
development —one that will give your transcribed programs only what has been recorded! 


the vivid reality of Live Studio Broadcasts! But don’t take our word for it. Let 
| us prove it to your own satisfaction. 
| Get ready for a surprise that will de- _ liant fidelity. In short, your program We'll compare current recordings 
| light you! Now you can have the kind — will sound like a Live Studio Broad- with the new Orthacoustics — and 
of transcriptions you've always wanted! cast—thetruestrecordedsound you've _ even if you've never before been able 
They're the new RCA-NBC ever heard! to discern differences in the quality 
| Orthacoustic Transcriptions -— and This previously unattained fidel- of sounds, you'll quickly and easily 
they'll infuse your program with life _ ity of reproduction is now possible be- notice the superiority of these new 
and colcr! Every spoken word will cause of a new recording and repro- _true-sound transcriptions. 
radiate the full warmth and enthusi- ducing system developed by RCA 
ism of the speaker. Every note of and NBC engineers. It eliminates 


ntinued from Page 6 music will be reproduced with bril- over-resonance, ear-ting, needle-hiss, 


I don’t read much either. 
Us kids, we get enough readin’ | 
in school. But we buy lots of 
candy -and chewin’ gum and 
other stuff. And we run the 
errands for our mas. Besides, | 
if we want anything real bad, we 
yammer for it and you can’t. 
hold out forever against a real | 
yammer. 
5 If you want to advertise to me. 
and I should think you would, 
why don't you stick up one of | 
those pretty posters, right down | 
where I have to go to the stores? | 


Continued on Page 35 


its development “means quantity 


“wows” and “muffles.” Provides re- 
production that is boom-proof and 
distortionless. Thus, these new Or- 
thacoustic Transcriptions reproduce 


DEVELOPED BY RCA-NBC ENGINEERS after 
years of research in every phase of sound 
transmission, recording and reproduction. 


Orthacoustic Transcriptions are a tremendous 
forward step in transcription quality. The 
unmatched experience of RCA and NBC in 
every phase of sound transmission, record- 
ing and reproduction—including radio, 
television, sound movies and records — stands 


behind them. 


RCA-NBC ORTHACOUSTIC TRANSCRIPTIONS 
—the truest recorded sound you've everheard 


They give users of transcriptions 
these advantages: 


1 New high fidelity reproduction quality. 
Arrange now to give your tran- 2 oy ewe of distortion, particularly in 
scriptions that “Live Talent touch!” a, oa 


Phone us today for a demonstration. ° ——- ” signaleo-neice catio .. . ne 


4 Entirely natural reproduction of speech. 
5 Greater tone fidelity in reproduction of 


music. 


( 


ELECTRICAL TRANSCRIPTION SERVICE - NATIONAL BROADCASTING COMPANY 
A Radio Corporation of America Service 
RCA Bidg., Radio City, New York; Merchandise Mart, Chicago; Sunset & Vine, Hollywood 


The Wew 
ORTHACOVSTIC TRANSCRIPTIONS 


—the truest recorded sound you’ve ever heard! 


= 


ee : d Bert. 
Fo Se caidas = _ 
> a 
a ~ 
ee . 
— Pe oneness 
ella, } 
SSS 1, 
I cen, “Mine —. , 
— SS = a Zz. 
© Sere \3. NBC RIPTIONS — 72 
- « a 2°? ee £21 TRANS ia 
-~ J a 
—__ 214 goes « . 
- A #0 . ‘ 
Sys AD | = 
| ,) Lad ~ ( a’ 
| | F | 
| a Dog “ 
Li ) y 
( — eI : 
I | \\ ti A — bi, sy 
| | eh ® Ny RO S99 | a. 
| O &, > A] 
- — boda oe. le Ale ZZ ss 4 
| Li a 
ee 
| 
: nena [mer 
/ i 7 ee . } 
F 4 "e $ io he ; ' <= 
e..,’' miei 
re a 3 
ee i 
. <% 
- :; Loe 
ee . 2 
a. 
<<< kc. 
OM 
oF $5 Y ; he * ne | a 6, . = sic, —: * oe nS ae a oe PE Ge Skier mo a eats By : eo) | : ae y ape 


"Sly, gtk 


34 


ADVERTISING AGE 


ver) ' eae 


: 
pee: Roe eae BP 


November 13, 1939 


Finance Field 


Independents 


Await G-M Trial Outcome 


Chicago, Nov. 10.—Although the 
representatives of 371 independent 
automobile finance companies at- 
tending the American Finance Con- 
ference here this week paid more 
than usual attention to the conven- 
tion address, it was obvious that 
they had at least one ear cocked in 
the direction of South Bend, Ind. 

It was in this latter city that Gen- 
eral Motors Corporation was at- 
tempting to explain to Federal 
Judge Walter Lindley that it had 
not coerced its dealers into using 
the financing facilities of General 
Motors Acceptance Corporation, to 
the disregard of the independents. 

The judge and jury will decide 
the case. The ultimate decision, 
however, is certain to have certain 
ramifications covering not only the 
financing situation in the automo- 
bile field, but such broader ques- 
tions as the alleged relationship of 
advertising to monopoly. 

Independent finance companies 
are interested in the outcome. In 
fact, it is generally believed they 
had much to do in instigating the 
action which led up to the present 
trial. In the past they had charged 
that 75 per cent of new car financ- 
ing had been obtained by coercive 
means by the “big four” finance 
companies, at that time owned by 
or affiliated with automoble manu- 
facturers. 

The first time the case, taken over 
by the Department of Justice, came 


7,000 SOUTHERN PHOTOS 


Almost every type of subject and scene to be found 
in the South, including many general illustrative sub- 
jects as well as all kinds of rural scenes; cotton, 
cotton farming, livestock, poultry, roads, rivers, 
boats, homes, etc. Many fine pictorials and scenics. 
8x10 glossy prints. Selections sent on approval. 
Inquiries solicited. 

DOWN SOUTH PHOTOS, GERMANTOWN, TENN. 


to court was in Milwaukee. 


legedly because the sitting judge 
was irritated by advance knowledge 
of the consent decrees to come. 

These were announced shortly 
afterwards by Thurman Arnold, as- 
sistant attorney general. They in- 
volved Ford and Chrysler but not 
General Motors. 


Arnold Gives Views 


Announcement of the decrees 
was accompanied by Mr. Arnold’s 
exposition of his own views on mo- 
nopoly and advertising, a_ thesis 
which created reverberations still 
heard in the advertising world. In 
brief, Mr. Arnold said that monop- 
oly was fostered when advertising 
was used to put competitors at a 
disadvantage. He added that the 
purpose of anti-trust laws will be 
furthered if advertising is limited 
to its proper function of building 
up consumption. 

He said that the consent decrees 
in the Ford and Chrysler cases 
might become most important prec- 
edents in preventing the misuse of 
advertising power in other fields. 
In signing them, the motor com- 
panies had not only agreed to re- 
frain from coercing dealers. to 
finance car sales through affiliated 
finance companies, but to stop ad- 
vertising their affiliated finance 
companies exclusively. 

The decrees become invalid if the 


government loses its court fight 
against General Motors. 
Thus the independent finance 


companies in convention here this 
week had much food for thought 
in day to day accounts of the trial. 
Other problems facing them _ in- 
cluded the intrusion of banks into 
the automobile financing picture, an 
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TRACTORS IN THE 
SOUTH FORTY-MARCH! © 


Farming out here in the Red River Valley is no 


piddling ‘‘sustenance’’ proposition. 


It’s big business, 


and the proof is that the per capita value of Red 
River Valley farm lands and buildings is exactly 
47.6%, greater than the per capita values in the rest 
of the West North Central Area, which consists of 
Minnesota, lowa, Missouri, the Dakotas, Nebraska 


and Kansas. 


WDAY is the ONLY chain station covering the great 


and prosperous Valley. 
tive stations in America. 


It’s one of the most produc- 


Want the proof? 


7 WDAY, inc. 


mm & ©. 


——— - 


Affiliated with the Fargo Forum 


FREE and 

PETERS, INC. 
NATIONAL 
REPRESENTATIVES 


N. 


FARGO 


940 KILOCYCLES 
§000 WATTS DAY 
1000 WATTS NIGHT 


| 


It was | 
promptly thrown out of court, al- | 


of its biggest drives in years. 
Ayer & Son, and Norman D. Vaughn, 


RED CROSS COMMITTEE ALL SET 


—— 


The publicity committee of the Boston Red Cross roll call gets ready for one 


Seated, left to right, E. Craig Greiner, N. W. 
Standing, 
Daniel G. Holland, John Donnelly & Sons; Richard W. Janney, The Saturday 
Evening Post, and Edward R. Place, Hotel Statler. 


Harry M. Frost Company. 


alleged trend toward monopoly in 
auto finance insurance and general 
operating questions. 

The independents’ viewpoint on 
the South Bend case was officially 
summarized by Fred V. Chew, ex- 
ecutive vice-president of the con- 
ference. 

Asserting that great progress has 
been made in breaking down mo- 
nopoly in the finance business, Mr. 
Chew termed the job “two-thirds 
done.” 

“Whether or not the remaining 
third of this huge task can be com- 
pleted soon depends upon the case 
at South Bend,” he said. ‘“‘Regard- 
less of the outcome, other chapters 
remain to be written after the ver- 
dict there.” 


17 States Pass “Anti” Laws 


Emphasizing that one of the Con- 
ference’s major objectives since its 
inception in 1933 had been preven- 
tion of unfair practices in the finan- 
cing field, Mr. Chew traced the 
background of events leading up to 
the present situation. He also com- 
mented on the fact that “anti-coer- 
cion” financing laws had_ been 
passed in 17 states during the past | 
four years. 

In discussing “bad practices,” Mr. 
Chew said that many of the so- 
called evils in the automobile 
finance business spring from the 
two basic problems of dealer coer- 
cion and factory discrimination be- 
cause such coercion and discrimi- 
nation bottle-necked the flow of 
finance paper to a point where com- 
petition had been restricted. 

“As is usually the case when the 
growth of monopoly is not checked, 
such restrictions have tended to 


other investment channels open. 


The conference is also interested 
in the possibilities of federal regu- 
lation of automobile insurance. Mr. 


Dealers’ Chief a 
Seeks Fair Trade 
on Auto Sales 


(Continued from Page 1) 
market with the subsequent dam. 
age falling upon the shoulders of 
dealers. 

“Year after year,” he asserteg 
“manufacturers have been trying ty 
sell four or five million cars in 
market that has proven to be aboyt 
three million capacity. It’s done by 
forcing dealers to cut prices ang 
trade wild.” 

Dealer Is the Loser 


The manufacturers, he added, are 
not the ones to lose in this case, in. 
asmuch as they deal on a cash basis 
with their retail outlets. 

“All of these difficulties,” he 
argued, “can be traced to the ar. 
rangement between the dealer and 
the manufacturer. The manufac. 
turer can and must correct all of 
| these conditions through a more 
|equitable franchise and in such a 
‘contract he can provide for main. 
tenance of prices. If prices are 
'maintained on new cars, not only 
through not giving discounts but 

also by not over-allowing on trade. 
‘|ins, the other evils will disappear” 

“The automobile business,” he 
concluded, “has become aé_é great 
business and can continue to be a 
great business, but no one will dis- 


Chew was formally instructed by 
the board of directors to proceed 
with this study. Insurance is now 
under the regulation of the various 
state commissioners. 

Commenting on this, Mr. Chew 
said, “For some mistaken reason, 
various insurance agents’ organiza- 
tions seem to feel that independent 
finance companies have stolen in- 
surance business away from them. I 


is in order. 


us 


agree that a general house cleaning 
No one has challenged 
our ability to run our business, but 
there is certainly a challenge facing 
in our ability to hold 
gether.” 


General Motors Car 
Sales Up in October 


it to- 


Reason for Control 


“As the three large finance com- 
panies gained an increasingly pow- | 


erful control over the flow ag 
finance paper, their smaller com-| 
petitors were forced to use such | 


weapons as were available or go 
out of business. These finance com- 
panies, because of factory owner- 
ship or affiliation, were able to con- 
trol, the ‘cream’ of the finance paper 
at lower acquisition expense with 
full recourse on the dealer and us- | 
ing their factory connections to se- | 
cure lower money and _ interests 


Conference opinion varied re- 
garding the intrusion of banks into 
automobile financing. 
|bute such action on the part of the 
banks to the large sum of idle 
money which they have had in their 
coffers. 


ness, banks will find other and pos- 
\sibly more profitable investments 
|for their cash. It was pointed out 
| that banks, in many instances, were 
not originally equipped for 
|business of automobile financing 
land that the'increased costs of such | 
| services may have its effect when | 


| 
costs.” 


Many attri- | 


These observers believe | 
that, with a general pickup in busi- | 


the} 


hope they can be brought to see 
that we and they are in the same 
boat—that we are both middlemen 
fighting a battle for the right to 
exist as independent entrepeneurs. 
J. Frank Hudson, president of the 
Interstate Securities Company, Kan- 
sas City, Mo., was elected president 
of the conference at the closing ses- | 


sion yesterday. 


October sales of General Motors 
cars and trucks in the United States 
and Canada, including export ship- 
ments, totaled 114,350, compared 
with 108,168 in October a year ago. 

Sales to consumers in this coun- 
try totaled 110,471 in October, com- 
pared with 68,896 in October of 
last year. Sales for the first ten 
months were 1,045,872, compared 
with 751,495 for the same period a 
| year ago. 


You can.. 
lies. How? 


objectives ... 
throughout the na- 
tion. It’s yours on 
request, Write for 
your copy today. 


Write forYour Copy 


Are you getting the most out of your rural advertising? 


. with the powerful influence of country week- 

Write for the new, 1940 directory of Western 
Newspaper Union country weeklies. 
invaluable guide to the application of the penetrating force 
of country weeklies (2,937 of them) to your rural sales 


WESTERN NEWSPAPER 
UNIO 


It'll serve you as an 


310 East 45th Street, New York 
210 South Desplaines Street, Chicago 
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CATTLE 


FINE 


This is “Linerta,” who in her quiet way, has become the most famous cow in 
America. No newcomer to the bossy hall of fame, Linetta has already been 
crowned grand champion for four years running at both the California State 
Pair, and at the Los Angeles County Fair. But now Linetta bas carried off the 
National Grand Champion. The judges 
at the National Dairy Show made the award only last Thursday. 


most coveted award in all the land 


BUT THERE'S EVEN MORE THAN THAT! 


A 

@. 

, = 
VY vA Autocrat the National Re- 
serve Grand Champion, 
then made us almost burst with 
pride by giving us two championship 
awards for Junior and Senior Cows 
Others of our Adohr herd carried off 
no tess than five blue ribbons, and 
then, to make our happiness com- 
plete, the judges gave Adohr Farms 
the award for Premier Exhibitor, 
which is simply another way of say- 


COT TOTCOTT TOTES 
reeset 

iS 
Y € RE. vow wun 


- Imagine our delight 
when the judges also made 
d. our snorting bull Cascade 


oat THEM 
the borers 


BOVINE BEAUTY CAPTURES POPULAR FANCY 


DUCE INE MILK. 


| 
4) 
a} 
4\ 
a 

Td ‘Linetta’ of Adoh: Awarded 
Notional Guernsey Grong 
= Chempionship, at the Ne- 
My one! Doiry Show October 
Eh 26th, 1939, Treasure Islond 
Sen Francisco 


ing that among herds from Coast to 
Coast Adohr received more prizes 
than anybody else. 


(3 Ch AND THIS IS THE MORAL 
““ we Adohr has always been 
wD known for its fine milk. 
cs \ Surveys have shown 

\ Ve thac Southern Califor- 
nians prefer it above 
any other brand. And these awards 
which Adohr's cattle have carried off 
simply bear out our strongest con- 
viction and our greatest slogan... 


“Fine Cattle Produce Fine Milk.” 


bY Os 


MILK FARMS 


Consumer Groups 
Set fo Enlist 
Legislative Aid 


(Continued from Page 1) 
Trade Commission could be au- 
thorized to take samples from time 
to time from various product classi- 
fications and test them. If they are 
found not up to standard the FTC 
could cite the violator. But there 
must be some standard set either 
by government or by industry—I 
don’t care which.” 

Some of the consumer groups, he 
said, are anxious to have the fed- 
eral government set the standards, 
but these are in the minority. 


Patience May Be Exhausted 


As to just how long consumer 
groups are willing to wait to see if 
business will negotiate with them 
in reaching a joint decision on these 
questions, Mr. Montgomery would 
not venture a guess. He declared 
that leading groups in the move- 
ment have been attempting this co- 
operative settlement of differences 
for about two years and, he added, 
it will take “a long time” to de- 
termine whether or not business 
will cooperate to the extent that 
consumers desire. 


Hold Prices Steady 


At the present time, the AAA 
official said, the most important ac- 
tivity of consumer groups is the 
maintenance of a vigil against price 
increases likely to develop because 
of the war situation. 

The most effective procedure for 
protection of consumers, he sug- 
gested, is to help them interpret 
price changes so that when they 


observe unjustified increases they 
can register complaints. Public 
opinion, properly formed along 
these lines, he contended, can keep 
prices down. 

Mr. Montgomery expressed him- 
self as definitely opposed to any 
price control attempts by the gov- 
ernment. Such price fixing, he 
pointed out, is usually based on 
costs. He asserted that costs are 
not a proper basis for the determ- 
ination of fair prices. 


Analyzes Advertising Problem 


The advertising phase of the 
consumer problem was divided by 
Mr. Montgomery into three classi- 
fications: 

1. Advertisements which make 
false claims. These, he declared, 
can be handled by existing legisla- 
tion which authorizes the Federal 
Trade Commission to proceed 
against such advertisers. 

2. Advertisements which, while 
not definitely fraudulent, are mis- 
leading and “in a shadow.” There 
is no way, he asserted, to stop this 
type of copy through legislation. 
Action must be taken by consumer 
groups to educate shoppers and by 
the crystallization of public opinion 
so that advertisers will become 
aware of the fact that the public 
will not patronize products that are 
not “advertised correctly.” 

3. The. persistent demand of 
leading consumer organizations that 
advertisers clearly state in their 
copy the specific qualities possessed 
by their products. 

Some advertisers claim, he ob- 
served, that to follow this recom- 
mendation would be to destroy 
“color” in advertising, because 
clearcut statements of quality do 
not contribute either to attractive- 
ness or lively reading. He declared, 
however, that consumer demands 
resolve themselves into a desire 
that advertising copy state spe- 
cifically what products contain from 


the standpoint of quality, size and i: 
other standards. a 


More Legislation a Threat 


Unless advertisers meet these de- 
mands, Mr. Montgomery said, con- 
sumer groups will lean further and 
further toward the belief that en- 
actment of legislation requiring this 
procedure is essential. 

Unless business also responds 
quickly to the many other demands 
being advanced by consumer organ- 
izations, he added, consumer co- 
operatives will expand even more 
rapidly than during the past few 
years. 

Instead of fearing the objectives 
of consumer groups, Mr. Mont- 
gomery declared, business should 
adhere to them in its own self-in- 
terest. He also asserted that the 
past attempts of business groups to 
set up “supposed consumer organi- 
zations” which business can domi- 
nate will no longer make headway 
because “consumer groups are on 
to that and will not fall for it any 
longer.” 


Takes Stand Against 
Beer Price-Fixing 

That Michigan’s liquor control 
commission may cease all attempts 
to fix beer prices was indicated last 
week when Commissioner Mur! H. 
Defoe revealed himself as opposed 
to such a policy. The commission 
has been attempting to maintain a 
minimum beer price in effect since 
last July on the theory that it 
would help small out-of-state 
breweries. 


Peach Growers to Meet 


Several hundred commercial 
peach growers are expected to at- 
tend a meeting of the South Caro- 
lina Peach Cooperatives in Spart- 
anburg Dec. 12. Plans for an ex- 
tensive advertising and promotional 
campaign for the 1940 peach crop 
will be formulated at the meeting. 


Human interest copy featuring its honors at the National Dairy Show on Treasure 
Island is employed by Adohr Milk Farms in Southern California newspapers. 


{ Lord & Thomas, Los Angeles, directs the account. 


Judge Names Roth 


Federal Judge John T. Barnes, 
Chicago, has appointed Claude A. 
Roth trustee of Majestic Radio & 

ley Corporation, Chicago. 
trustee will file a report 


The new 
Vv. 20 


Continued from Page 33 


Read? Who me? With five 
kids and the old man to look 
alter? Say, do you know what I 
was called the other day? A 
housewife, no less. A typical 
housewife. 


But when I go to the stores | 


an 


Quiz Consumers 
on Best Layouts 
for Bond Bread 


Syracuse, N. Y., Nov. 9.—A new 
technique in copy testing was used 
today by General Baking Company 
in a seven column insertion in the 
Syracuse Herald Journal. Copy in- 
troduced an “Ad Quiz” game in 
support of Bond bread. Twenty- 
seven prizes totaling $250 were 
offered cou.testants for the most in- 
teresting reasons for selecting one 
of the six rough layouts included 
in the advertisement. 


Basis for Judging 


The insertion which gains the 
most votes will be printed along 
with winners’ names Nov. 24. En- 
tries will be judged on the basis of 
reasons advanced rather than for 
picking the copy selected by the 
majority. Batten, Barton, Durstine 
& Osborn is the agency. 


FTC Issues Complaint 
Against Indian River Co. 


The Federal Trade Commission 


d can’t think what to get for has issued a complaint against In- 


“nner, and see a picture of | dian River Medicine Company, La 


Something good to eat, right on 
the street where I can buy it be 
tore I forget it 

advertising that 


aid 


Continued on Page 37 | Scalf’s Indian River tonic and Na- | 


(ee 


Ps 


| Follette, Tenn., charging the com- 


: -| pany with misleading representa- 
well, that’s the | tions in newspaper and radio ad- 
gets through to) vertising. 


| The company’s products are 


'ture’s Own Health Builder. 


24 Point 
— mend distinctive items for the pocket or desk made to order from our | Specimen sheets showing the Ludlow Radiants 
ry, bifold, card case, deck erpanioe®, appeintuient or mamesaéen: boon, |i] ; 
Sake nie: viel | will be gladly sent upon request. aste t! 
RR Genuine English Pigskin 30 Point 
4 ‘Vailable in quantities of 25 and up. Your company name and the name | 
recipient may be stamped in Genuine Gold on each piece. We invite 
| concerns to write for illustrated literature. U OW O fa O a 
I lay delivery guaranteed on orders placed now. , ar ain 
ADVERTISING CORPORATION OF AMERICA i 
Largest importers of English Pigskin in the United States 2032 Clybou rm Avenue, Chicago 36 Point 
PARK AVENUE, NEW YORK, N. ¥Y. @ FACTORY—EASTHAMPTON, MASS. 
— a —— — — 


thinking of Christmas Gifts? | 


Introducing 


LUDLOW 


ing to the eye. 


| 
| 


Radiant Medium 


Ludlow Radiant Medium is the most recently an- 
nounced member of the Radiant family. It is distinctly 
new, and obviously representative of a new trend in 
modern typeface design—simplified by the elimina- 
tion of serifs, yet retaining the legibility value of 
distinct variation in weight of stroke, which makes 
Radiant Medium a highly readable typeface, invit- 


Ludlow Radiant Bold Extra Condensed is an in- 
teresting and sparkling modern typeface which is 
exceptionally effective in display lines. It is tall, slen- 
der, and graceful, and its use dates any piece of 
printing or advertising as up to the minute—or in 
that “World of Tomorrow.” 

Ludlow Radiant Heavy shares with other mem- 
bers of the family the features of style and modern- 
ity, but in action it has ample weight forcefully to 
deliver any sales message. The advertiser seeking 
emphasis in a display typeface will find it in gener- 
ous measure in Radiant Heavy. 


RADIANT MEDIUM 


Smart Clothes 


24 Point 


Finer Model 


30 Point 


Personnel 


36 Point 
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RADIANT BOLD 
EXTRA CONDENSED 


County Music Festivals 


Educational Books 
Newest Method 


+ 


RADIANT HEAVY 


Demanding 
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Advertising Facts 
for Directors Held 
Vital for Industry 


(Continued from Page 1) 


ponderance of finance, engineering 
and production men on most direc- 
torates makes industry unbalanced. 
He suggested that adoption of the 
British system of the use of “pro- 
fessional” directors, who bring an 
impartial viewpoint to business 
leadership, might improve the situ- 
ation. Many directors, he said, now 
look upon sales promoton as a side 
show. 


Consider Marketing Problems 


This lopsided type of leadership, 
Dr. Klein asserted, frequently feels 


that the solution to its troubles is to | 


go out and manufacture more 
products in the same categories as 
its regular line, without consider- 
ing the marketing problems in- 
volved. It fails to ask what the 
selling costs of the new items will 
be, whether the normal staff can 
handle them and how they fit into 
the company’s promotional setup. 


SS —— 


Often he said, the solution is to cut 
down rather than increase the 
number of products made. 

Many boards of directors, he ob- 
served, have some queer _ ideas 
about advertising agencies and feel 
that the agency’s suggestions are 
influenced primarily by the 15 per 
cent commission. Agencies are fre- 
quently required to “bend over 
backwards,” to convince the board 
that their suggestions are impartial, 
he said. 


Presentations Too Elaborate 


Much of this suspicion may be 
attributed to the elaborate “‘presen- 
tations” made by agencies, Dr. 
Klein asserted. Impressive but 
confusing arrays of statistics cause 
business heads to suspect that the 
ostentation is used to cover up an 
inadequacy of substance, he said. 

Another reason for the failure of 
agencies to win the confidence of 
business leadership, he said, arises 
from the latter’s lack of knowledge 
of the ramifications of agency serv- 
ice. He urged advertising men to 
push themselves forward as mar- 
keting consultants and retail sales 
promotion advisers. An agency can 
best ingratiate itself with directors, 
he said, by helping to merchandise 
the campaign throughout the 
client’s organization, including the 
salesmen in the field. 


SERVICE @ @ @ is the password 


of The Faithorn Corporation. It is so ingrained 
in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
work through to meet a deadline .. . at a sacri- 
fice of quality .. . is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-] 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 
is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 
agencies and successful institutions we are regu- 
larly serving. We will gladly show you the list and 
samples of work. TRY US. Phone—Wabash 7820. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
504 SHERMAN STREET © CHICAGO « WABASH 7820 


DAY AND NIGHT SERVICE 
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Index of Retail Activity in 80 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1939, by Advertising Publications, Inc.) 


Week-by week 


RETAIL ACTIVITY a 
inMAJOR MARKETS 
compared uxth last year 


Total variation. 


te a —_— Ser 


JANUARY 


a 14 


21 28 


4 


2 9 1% 23 8 30 


OCTOBER 


NOVEMBER 


DECEMBER 


% Gain 
44-Week 44-Week 44-Week or Loss 

Period Period Period 1939 Week Week % Gain 

Ended Ended Ended over Ended Ended or 

City Nov. 6, 1937 Nov. 5, 1938 Nov. 4, 1939 1938 Nov. 5,1938 Nov. 4, 1939 Logs 
LAG CE ssc eave bed ee 13,935,671 10,022,741 8,351,169 —16.7 233,363 229,537 —Is 
CS a a Serer re 8,040,457 7,350,749 6,990,493 —4.9 204,809 188,996 —17 
pul ae . Sereerr erry 5,979,322 4,284,768 4,762, 4 +11.1 94,752 109,732 +154 
pi > eee 13,783,084 13,390,440 15,031, 1 +12.3 402,584 397,908 —),? 
Bmltimore, BG. 2.2.00 19,705,822 18,457,144 18,655, 5.3 +1.1 494,615 550,431 +1] 
Birmingham, Ala. ..... 10,944,724 10,591,868 11,246 .) +6.2 281,302 312,914 +112 
“Boston, Mass. ........- 17,410,132 15,872,543 16,302 5.4 2.7 517,309 486,047 —6, 
Bridgeport, Conn. 8,692,828 7,715,592 8,326, 2 +7.9 216,748 225,708 +4 
ne, Ms Bs sect ewes 16,282,182 13,639,221 13,283, 8.4 —2.6 354,816 359,638 +14 
CRMIGOM, Thi. We kcctcscas 3,526,311 3,290,675 3.706, 5.1 +12.6 104,503 111,695 +6 4 
Cedar Rapids, la. ..... 4,440,352 4,030,614 4,214, 5.1 + 4.6 82,180 100,688 +99: 
Charleston, W. Va. 10,020,507 9,269,863 8,613, * | —7.1 251,307 195,118 —22.4 
Chattanooga, Tenn. 5,398,725 5,344,240 6,322, e +18.3 129,999 131,911 +15 
eG Be cehaveeene 28,431,818 25,832,888 24,624 4 —4.7 611,701 582,274 —4,i 
by a) eee 15,159,295 12,958,359 13,192, 3.0 +1.8 386,972 394,221 +1, 
Levene, Gh. seeavevar 18,509,753 14,947,509 15,087, 8.5 +0.9 381,364 398,448 +45 
Cees Gh wccvaeses 12,080,183 10,471,104 11,244,6 9 +7.4 265,213 276,063 +4. 
a 18,421,630 17,444,546 17,654,: 2 +1.2 454,002 459,103 +11 
DVORROTE, Be scvacevias 8,970,836 8,008,054 7,888 m | —1.5 214,214 205,310 —4.! 
Parr: 2h tentovah neces 13,363,338 11,211,834 11,691 5 +4.3 726,250 344,528 —52. 
Denver, Colo. .......:. 8,984,035 7,703,022 7,645 9 —0.8 190,494 171,166 10.) 
Des Moines, Ia. ....... 5,644,981 5,416,142 5,452,$ 3.4 +0.7 145,563 163,294 + 12.2 
EPStPOIE, BRIG. cvecsccce 19,303,409 15,122,999 17,027,333 8 +12.6 463,699 464,996 +() 
ae Pe SOR i ctntvtecse 8,838,307 8,419,969 S, 888.5 6 5.6 226,646 262,098 +15. 
a ie . Sree ee 8,020,506 7,548,992 8,052 4 + 6.7 184,310 197,792 +7 
Fall River, Mass. ..... 2,991,438 2,737, 22+ 2,913 2.6 +6.4 $1,531 72,979 = 1 
i ee See 7,843,976 6,054,272 6,851 2.7 + 13.2 156,702 154,336 —) 
Fort Wayne, Ind. ..... 10,225,013 9,095,513 9,131, Te +0.4 231,378 241,451 4 
eery, BG scariasceneis 6,278,328 4,658,813 5,083, 9.0 +9.1 107,657 122,448 + 13.7 
Grand Rapids, Mich. 9,041,698 7,324,600 7,363, +0.5 172,704 173,094 + | 
cereenVine, B Gy scssve 5,781,944 5,547,910 5,636 + 1.6 150,118 118,458 —?21 
Omens BObe axtavese 14,112,522 14,047,478 14,718 +4.8 389,616 376,854 —3 
Indianapolis, Ind. ..... 16,014,192 13,532,556 14,268 +5.4 378,028 410,662 +8. 
Jacksonville, Fla, 7,657,272 7,257,984 7,808 +7.6 182,042 196,056 +7, 
Jersey City, MN. Jd. ices 2,023,528 1,776,020 1,810 , +1.9 52,725 55,077 +45 
Kansas City, Kans. 2,316,516 2,357,628 2,290, mR | —2.9 59,367 61,096 +2 
Knoxville, Tenn. ...... 9,133,248 8,559,997 9,187, 6 +7.3 207,542 259,000 +24.) 
Little Rock, Ark. ..... 8,129,464 7,901,238 7,853, 3.4 —0.6 247,478 230,482 —6;! 
Los Angeles, Cal. ..... 21,985,302 19,747,021 21,002, 5 +6.4 403,244 465,749 +15. 
REET EEE, Bes s0dsawae 13,787,315 11,975,854 12,385, 2 +3.4 318,549 354,261 +11. 
Lynn, Mass. ........¢- 8,573,908 6,969,048 7,029, 0 +0.9 188,860 139,510 —26 
Manchester, N. H...... 3,233,538 3,101,854 3,219, 4 + 3.8 91,260 97,530 +6.) 
Memphis, Tenn. ....... 10,379,924 9,586,682 10,308, % + 7.5 274,512 318,822 +15. 
"Milwaukee, Wis. ..... 15,242,979 12,724,426 12,174, » —4.3 376,091 368,680 —? 
Minneapolis, Minn. .... 12,632,035 11,421,821 11,618, 0 +1.7 308,205 314,565 +211 
Nassau County, L.L, N.Y. 2,140,413 2,030,896 > 306 8 + 13.6 50,922 67,738 +33 
New Bedford, Mass. ... 2,891,336 2,647,176 2,676,376 4 +1.1 85,946 77,854 $4 
New Haven, Conn. 8,122,932 7,702,916 7,822 gs +1.6 214,648 186,732 —13 
New Orleans, La. ..... 17,225,406 16,025,807 16,530,: +3.1 417,096 420,418 +03 
mew BOrms Be Bs oxcees 56,767,519 50,312,502 49,738, —1.2 1,455,301 1,287,048 —I1L 
Brooklyn, N. Y. ....... 5,496,939 4,133,850 3,325, —19.6 91,485 78,298 —I4 
OTEOIN, VE cecesatavre 8,253,406 7,959,042 8,070, +1.4 218,134 213,094 —_ 
Omen, CAL, sccacecce 6,687,574 6,073,207 6,857, 5 +12.9 165,376 188,513 +14! 
‘Oklahoma City, Okla.. 10,686,886 9,994,606 7,598, 9 —34.0 232,316 167,692 —2i8 
Cmntin, WOb.. .icccsieses 5,094,420 5,245,227 5,003, 8 —4.6 175,214 188,944 +15 
oe eee 

a 8 Serereeererrr 10,090,302 8,776,616 9,309, 7 +6.1 256,652 305,029 +188 
Philadelphia, Pa. ...... 25,981,226 22,723,13 23,430, 9.8 +3.1 654,581 696,068 +63 
«le See 6,206,858 6,437,268 6,196, > —3.8 166,166 156,422 i! 
Pittsburgh, Pa. ....- 21,679,854 16,913,666 LT.47%, 8 +1.6 430,738 484,204 +124 
Portland, Ore. ........ 11,101,456 10,083,506 10,659,5 0 +5.7 284,298 262,010 =f 
: de —- 
SO, Ws sevice wons 9,474,352 8,097,607 8,508, 2 + 5.1 252,756 265,174 +43 
Richmond, Va. ........ 11,386,732 10,252,970 10,744 5.7 4.9 259,728 250,33 —if 
Rochester, N. Y. ...... 15,155,404 12,285,154 12,835, 5.3 + 4.5 351,072 241.562 —ii 
Rock Island-Moline ... 7,845,731 7,131,222 7,074, 9.8 —0.8 224,938 182,728 —183 
Rockford, Ill. ......... 7,079,156 6,585,33 6,747, 7 +2.5 142,478 146,636 +2! 
Sacramento, Cal. ...... 7,486,129 6,710,219 7,081,844 5.4 5.5 161,910 215,460 +381 
San Antonio, Tex, ..... 5,578,272 5,405,074 6,124,93: 9.8 +13.3 137,757 142.631 +3. 
San Diego, Cal. ....... 12,061,844 10,796,72 11,084 1 +2.7 274,568 284,214 +3.5 
Seattle, Wash. ........ 8,816,422 8,324,079 9,737 4 +-17.0 253.791 273,868 +13 
TSouth Bend, Ind. ..... 8,076,102 5,998,957 4,494 4 —25.1 168,110 109,526 —i4 
Seen Bee oF Eee 
‘Spokane, Wash. ...... 6,679,624 6,238,988 5,644 5.5 —9.5 201,502 161,602 —}9.2 
a ma Me sc eedeces 16,658,085 14,997,120 15,267 4 41.8 389,730 384,610 _ 
*St. Paul, Minn. ....... 11,115,220 9,555,625 9,219 1 —~$,5 272,881 233,006 —l4 
Tacoma, Wash. ....... 5,400,382 5,087,362 5,396 . +-6.1 152,334 184,310 +21 
mee, Dis neccseseasa 5,269,492 5,052,138 5.680 8 +13.1 150,710 190,582 + 26.° 
Toronto, Ont., Can. 16,652,228 14,644,353 13.550 6 —7.5 378.216 335.033. —ll4 
eh Gs Be sadensavecd 3,708,075 3,445,064 3.760 4 +91 88.718 104.412 7 
., Si - 3 ae 8,395,412 7,725,470 7,630 91 1.2 214,438 200,732 —F6.4 
Washington, D. C. .... 32,016,859 29,408,526 Ok GRE 4 a 847.881 773.166 8. 
Youngstown, O. ....... 7,819,593 6,213,283 6.470 3 4.4.9 143,602 163,156 +13. 
BOGE Senvwveswievnen $96,373,988 795,738,502 809.355. 1.7 »1.962.317 91.573.532 —13 
stint pia? —— 


Akron Times-Press discontinued Aug. 28, 1938. 


1 

2 Linage of daily 

3 Buffalo Times discontinued Aug. 1, 1939. 
4 


Chicago Herald & Examiner discontinued 


Burland Printing Moves 
Burland Printing Company, New 
York, has moved to larger quarters 


American, now 


combined with 


at 421 Hudson street. 


TORONTO 
MONTREAL 
WINNIPEG 
LONDON Eng 


Aug. 28, 
Milwaukee News discontinued Jan. 14, 1939. 


6 Oklahoma News discontinued Feb. 24, 1939 
News-Times discontinued Dec. 28, 1938. 
8 Spokane Press discontinued March 18, 1939 
9 St. Paul Daily News discontinued April 30, 


Record, 


eliminated from 1938 totals. 
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h with order. 


Cdveutisi 


The rates for this department are as follows: , 
‘Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“pepresentatives Available,” 30 cents a line, minimum charge $1. 


Terms 


All ether elassifieations (single insertion rates): % in., $2.75; 1 to 3 in., 
4476 per inch. Write for folder describing discounts for term insertions. 


— 


POSITIONS WANTED 


POSITIONS WANTED 


TpVENTISING man with 15 years 


xperience handling planning, copy, 
xyouts, production, research, space 
iying, selling, house organs, ete. for 
anufacturers, agencies and printing 
ant. Finest references, Prefer middle 
tog 2, ADVERTISING AGE, Chgo. 
box = 


You need 
PUBLICITY 
The story of 60 front page 
stories in 60 days. Address 
PD. Cotter 
2033 W. Grand Blvd. 
Detroit, Michigan 


(SSISTANT TO BUSY EXECUTIVE 


et me handle your office details. Nine 
vears agency experience in account- 
ng, production, office management 
ind media. Executive ability. Re- 
iable. Ambitious. Best of references. 


Man of 32, single, Gentile. 
t iddle west. . 
Rox 1953, ADVERTISING AGE, Chgo. 


Stenographer-Secretary 

Young woman, late 30s, Protestant. 
Long editorial experience on weekly 
trade journal. Responsible; retentive 
memory Over ten years present po- 
ition: seeks change with a future. 
Box 1935, ADVERTISING AGE, N. Y. 
Publisher of small magazine finds 
ich idle time on his hands. This 
uld be profitably devoted to another 
nublisher seeking the experienced ad- 
representative. Will provide 
New York office 


Box 1954, ADVERTISING AGE, N. Y. 


ADVERTISING SPACE SALESMAN 
experienced man, wide acquaintance, 
wants Eastern representation of lead- 


Prefer 


1 


ng publication or position as sales- 
man or manager Eastern office. 
} Box 1931, ADVERTISING AGE, N. Y. 


ARTIST :>—Young man; complete ex- 
perience, 15 years N. Y. Agencies (7 
years present position.)—lIdeas, Lay- 
out, Comprehensives, Finishes. Ex- 
cellent cartoonist. Knows type, en- 
graving, etc. 

Box 1945, ADVERTISING AGE, N. Y. 


HELP WANTED 
ADVERTISING ASSISTANT AND 
COPYWRITER for manufacturer's 
adv. dept. Young man to plan and 
write publication, direct-mail and 
catalog adv. Industrial background 
preferred. Give full qualifications: 
age, experience, references and salary 
desired. Address 
Box 1955, ADVERTISING AGE, Chgo. 


POST CARDS 


“FOTO-TONE” POST CARDS 
Newest, most economical method of 
displaying any product. Samples and 
prices on request. Graphic Arts, 
Hamilton, Ohio. 


PUBLIC NOTICE 


A GIFT! 
We'll pay your engraving bill for you. 
Or rather, neither of us will. Latest 
Laurel Process completely eliminates 
cuts and typography! 
Reproduces any Illustrated Advertis- 
ing Literature, Booklets, House Or- 
gans, Broadsides, Sales Letters, etc. 
All sizes supplied 
No penalty on short runs 
500 Copies (size 8%x11”) $2.63 

Additional hundred copies only 22c 

Reductions for larger quantities 
Send for samples and instructive book 
Laurel Process, 480 Canal St., N. Y¥. C. 
In New York City and Metropolitan 
Area, call WAlker 5-0526 for a trained 
representative. No obligation. 


Increase Budget 
for 1940 Drive 


Holland, Mich., Nov. 9.—Charles 
'Karr Company, better known as the 
integrating factor in the manufac- 
ture of Spring Air mattresses is ex- 
pected to increase its appropriation 
substantially for next year’s cam- 
paign, it was reported here this 
week, 

Divisions of this company will 
meet in Chicago Dec. 11-12 to 
settle final details of the program. 
Company spokesman said today 
that use of newspapers would be 
extended on a more flexible basis 
than in the past and that general 
advertising appropriations will be 
expanded considerably. 

Spring-Air made its first use of 
newspapers this fall with a $30,000 


; 
: 
q 


Continued from Page 35 
In the judging of advertising | 


media, studies of circulation 
have yielded to studies of read- 
ership. But somewhere in 
any advertising plan, provision 
should be made to reach the 
vast army of men, women, and 
er who read little or not 
G0 @ll, 

Criterion Displays reach these 
untouchables. They also reach 
with equal effectiveness every 
person who enters the nabor- 
hood retail shopping centers at 
the time when they are in the 
mood to buy and in the place 
where they have the opportun- 
ty. 10¢ per display per day—in 


the sellingest locations in Amer- 
ica. 


CRITERION SERVICE 


*RAYBAR BUILDING, NEW YORK 


es 


budget allocated to 20 newspapers 
in metropolitan markets. Six maga- 
zines were also on the schedule 
for a consumer campaign featur- 
ing a futuristic theme. Copy de- 
picted feminine styles of the fu- 
ture, emphasizing that, while styles 
are always a nebulous question, 
Spring-Air’s quality was certain 
to be as good in the years to come 
as now. 


Nibroc Towels Are 
Made Tougher by 
a New Technique 


New York, Nov. 9.—Introduction 
of a new “acqualized” process in 
the manufacture of paper towels 
will be signalized by Brown Com- 
pany next month when spreads 
will be used in Business Week, 
Time and 12 business papers in 
different fields to herald the devel- 
cpment. Chief claim is that the 
process gives increased strength 
when the towels are wet. J. M. 
Mathes, Inc., is the agency. 

Brown Company will transfer its 
headquarters from Portland, Me., 
tc New York, it was announced to- 
day. While the company owns ex- 
clusive rights to the Acqualized 
process, it will license other paper 
manufacturers to produce the 
product under different trade 
names. 


Assets of Barron Collier 
Listed as $37,646,000 


Assets of the estate of the late 
Barron G. Collier, transit advertis- 
ing pioneer, were revealed as $37,- 
646,000 and liabilities as $13,520,000 
in a Tampa, Fla., court last week. 

Creditors were directed by Fed- 
eral Judge Alexander Akerman in 
an order filed in Tampa to show 
cause in Orlando Nov. 14 why the 
court proceedings should not be 
closed by final decree. It was signed 
by Barron G. Collier, Jr., and other 
adminstrators who complained that 
they are now subject to two courts, 
|Lee county, home of Collier, and 
| the federal court. 


| a 
Sealy to Hoffman 


Sealy, Inc., Pittsburgh, manu- 
facturer of mattresses, bed springs 
|and studio couches, has placed its 
advertising account with William 
| Hoffman & Asociates, Chicago 


Pages Lines Pages 


Monthlies 
*American Cotton 

COTE si cccencecacee 4.2 2,859 3.7 
American Fruit Grower 8.5 3,820 7.4 
American Poultry Jour. 

Eastern Edition ..... 10.6 4,561 13.6 
Arkansas Farmer ..... 3.7 2,784 3.1 
Better Freit ..ccccces 4.0 1,691 2.6 
Breeder's Gazette ..... 12.3 5,527 8.8 
California Citrograph.. 19.8 13,306 26.4 
Capper’s Farmer ...... 25.9 17,631 28.2 
*Carolina Co-operator.. 7.5 3,136 10.5 
Country Gentleman 42.6 28,922 33.9 
Country Home ........ 16.6 11,295 16.0 
Farm Journal & Farm- 

3 ok | rr 49.6 21,268 28.0 
Farm & Ranch ...... 23.7 17,880 22.0 
*Florida Grower ...... 8.4 6,695 10.1 
*Hoosier Farmer ...... 15.5 6,982 17.0 
t*Idaho Granger ...... 9.56 10,262 4.8 
Kentucky Farmers 

Home Journal ...... 5.8 4,586 4.0 
National Livestock Pro- 

GT ncceeneees de oc 48 3,149 4.4 
*Nation’s Agriculture... 4.9 2,225 5.0 
*New Jersey Farm & 

DE Gavccvhdwnees 15.7 7,056 16.4 
*Ohio Farm Bureau 

POO ciacassdavanses 11.6 5,203 11.4 
Poultry Tribune: 

Eastern Edition ..... 16.0 6,853 14.3 
Progressive Farmer- 

Southern Ruralist: 

Carolina-Va, Edition. 28.1 20,490 20.9 

Georgia-Ala. Edition. 27.6 20,082 20.6 

Kentucky-Tennessee 

Edition .......++ee+ 27.38 19,840 21.6 

Mississippi Edition... 27.2 19,796 21.2 

Texas Edition ...... 29.3 21,319 21.0 

tAll Editions ....... 24.3 17,678 18.6 
Southern Agriculturist.. 18.9 13,241 19.1 
Southern Planter ..... 17.7 12,416 16.0 
Successtul Farming ... 41.4 18,622 36.5 
Wyoming Stockman- 

POrMePr ccccccccccecs 4.1 3,710 4.9 

Total Group ....... «... 325,945 

Semi-Monthlies (October) 
*California Grange 

NOWS ccccccccccecccs 9.6 15,302 8.8 
Farmer-Stockman ..... 16.4 12,429 17.2 
Hoard’s Dairyman ... 16.9 12,339 14.0 
Missouri Farmer ..... 7.5 5,918 8.4 
Montana Farmer ..... 17.1 12,961 13.9 
*Oregon Grange Bulle- 

4) orrrrrrrrrrrr rr st 11.1 12,446 11.4 
Utah Farmer ...ccccce 9.7 7,359 18.8 
Western Farm Life.... 11.9 9,367 13.9 


Total Group ...... con |=OESe 


Bi-Weeklies (October) 


(Two issues unless otherwise noted) 
American Agriculturist 15.3 11,167 16.8 


Standards Brands 
Loses Fight on 
Yeast Patents 


Washintong, D. C., Nov. 9.—Stand- 
ards Brands, Inc., came out on the 
loser’s end in its prolonged patent 
litigation with the National Grain 
Yeast Corporation as the result of 
a decision of the United States Su- 
preme Court. The court held that 
the contested Hayduck patents for 
the manufacture of bakers’ yeast 
are void. Its decision upheld the 
Third Circuit Court in essentials. 

Three patents were involved. The 
court ruled that the first, involving 
the neutralization of harmful acidity 
in a wort containing inorganic salt 
by the addition of certain anti-acid 
material, was invalid for want of 
invention because it made use of 
an old and well recognized prin- 
ciple. 

A second patent involving the ad- 
dition of nutrients during the growth 
of the yeast was held invalid be- 
cause of ambiguity. The third was 
voided because the court held it to 
be merely a combination of the two 
processes concerned in the other 
patents. 

A New Jersey district court held 
that one patent was valid, the other 
two invalid A District Court for 
Maryland upheld the validity of all 
three in the case of Fleischmann 
Yeast Company versus Federal Yeast 
Corporation, and Standard Brands, 
Inc., versus Federal Yeast Corpora- 
tion. The Fourth Circuit Court of 
Appeals sustained the validity of 
the first of the three patents in the 
Fleischmann case, and the litigants 
arrived at a settlement of the other 
two questions from which no ap- 
peal had been taken. 


Photo & Sound Buys 
Kennedy-Kut Recordings 


Photo & Sound, Inc., a newly or- 
ganized California corporation has 
purchased Kennedy - Kut Record- 
ings, electrical transcription com- 
pany, and has expanded into the 
industrial motion picture and slide 
film filed by affiliation with Color- 
tone Productions. On the advisory 
board of Photo & Sound are H. F. 
Anderson, National Broadcasting 
Company, Douglas & McPhee, 
president of Oakland Advertising 
Club, and Lindsey Spight, Pacific 
Coast manager of John Blair & Co., 
radio representative. 


-—Commercia! Display—, 
r—1939-——,, ——1938s—_,, 1939 1938 


Farm Monthlies 
Gain 13.7% in 
November Linage 


New York, Nov. 9.— November 
linage in farm monthlies totaled 
325,945, a gain of 13.7 per cent over 
the 1938 total of 286,686 lines, Pub- 
lishers’ Information Bureau _re- 
ported today. This compares with 
an 0.4 per cent drop in September 
linage. 

Other farm paper groups, report- 
ing September linage today, failed 
to make gains, with the exception 


tOctober linage, not included in total. 


NOVEMBER ADVERTISING LINAGE IN FARM PAPERS 


Poultry and Poultry and 
Livestock Livestock 
c—Display—, 7-—Commercial Display—, -—Display—, 
——1939——, -——1938 —_ 1939 1938 
Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Arizona Farmer e+» 15.4 11,656 18.8 14,191 cece eeee 
California Cultivator... 24.0 18,173 26.3 1y,s/0 oeee 
2,530 28 15 |} Dakota Farmer ....... 11.7 9,028 18.5 14,27 
3,339 ooee -++. | The Farmer (General 
RD No edd Kew oa 25.6 20,043 29.6 23,229 729 451 
5,825 1,324 1,588 | Idaho Farmer ......... 13.8 10,431 19.2 14,505 6e%e cece 
2,353 se -++. | Indiana Farmer’s Guide 11.4 8,955 12.3 9,635 523 70 
1,108 oaee .--.| Kansas Farmer ...... 13.7 10,448 9.9 7,622 2,356 3,183 
3,969 2,269 1,252} Michigan Farmer ..... 15.4 11,822 15.0 11,555 1,366 1,048 
17,728 es Missouri Ruralist ..... 12.6 9,583 12.4 9,458 1,340 1,797 
19,152 88 30 | Nebraska Farmer ..... 25.0 18,235 24.0 17,467 1,22 1,478 
4,396 osee oeee tAverage 4 Editions. 26.1 18,974 25.1 18,239 2,127 2,164 
23,038 222 170| New England Mome- 
10,884 77 40 SOG 25006 s eta2cds0< 12.1 8,442 11.2 7,838 988 824 
oo Te, . Me 21.7 16,650 16.0 12,303 1,254 876 
12,003 182 123] Oregon Farmer ....... 15.4 11,637 18.2 13,752 ‘ re 
16,660 194 254] Pacific Rural Press: 
6,840 Northern Edition 30.3 22,942 38.6 29,192 3,172 1,733 
7,650 Southern Edition 27.8 21,020 34.9 26,393 3,228 1,941 
6,222 Pennsylvania Farmer... 16.3 12,502 20.2 15,544 977 776 
Prairie Farmer: 
3,173 326 182 Illinois & Indiana Ed. 30.5 22,187 27.3 19,902 42 14 
Rural New Yorker.... 12.8 0,067 13 10,672 1,440 1,461 
3,210 70 40| Wallaces’ Farmer & 
2,244 ee Iowa Homestead ... 29.0 22,770 29.2 22,901 4,679 4,946 
s p Washington Farmer - 15.2 11,481 18.3 13,797 see sxe 
7,384 1,192 1,126 | Wisconsin Agriculturist 17.6 13,788 16.6 13,045 306 488 
5,125 24 99 Total Group ...... 313,027 . 339,307 24,068 21,498 
6,141 1,555 1,926 
Weeklies (October) 
15.195 84 12 (Four issyes unless otherwise noted) 
14,970 62 19 | Capper’s Weekly ..... 2.6 5,868 3.7 8,309 
Dairyman’s League 
15,710 52 12 / , MUTT TC eee Te 4.5 3,246 6.3 4,595 464 308 
15,407 64 27 | Semi-Weekly Farm News: 
15,308 146 78 Friday Edition ...... 3.5 8,233 4.0 9,443 
13,520 52 12 Tuesday Edition 1.3 3,016 2.3 5,480 
13,401 a ... | *Washington Grange 
11,173 §2 137 DG “deeveunaeades sé 9.9 10,688 11.4 12,370 720 560 
16,412 125 64 | Weekly Kansas City 
Star: 
4,358 336 364 Missouri Edition 5.7 14,030 6.6 16,383 463 546 
. 286,686 8,462 7,558 ZOCRs GEOG. vevece 45,080 56,580 1,647 1,414 
Dailies (October) 
14,098 *Chicago Daily Drovers 
12,986 tee wees Ce errr 15.3 32,683 12.8 27,271 12,781 9,535 
10,206 1,969 2,438 *Kansas City Daily 
pete 258 486) Drovers Telegram.... 30.5 64,960 27.5 58,540 12,600 9,044 
10,509 3,785 3,238 *Omaha Daily Journal- 
12.719 DOOGRE  scericeces 28.0 69,556 29.2 62,189 21,054 23,370 
yee “—24 ‘72, | *St. Louis Daily Live 
oa bee = — Stock Repcrter ..... 13.5 28,828 13.7 27,028 6,214 2,852 
92,246 7,139 6,578 Total Group ...... 185,927 175,028 52,649 44,801 
*Figures provided by publisher. 
tNot included in total. 
12,257 444 420 


of the dailies. This group carried 
a total of 185,927 lines for a 6.2 
per cent increase over its 1938 total 
of 175,028. 


Semi-Monthlies Decline 


Semi-monthlies carried 88,111 
lines as compared with 92,246 last 
year, a decline of 4.5 per cent. The 
total for the bi-weeklies was 313,- 
027, a decline of 7.8 per cent from 
the 339,307 carried in 1938. 

Weeklies carried 45,080 as com- 
pared with 56,580 last year, a de- 
cline of 20.3 per cent. Figures 
and page totals for the individual 
publications are shown in the ac- 
companying tabulation. 


it brings over 100 new, usable photo ideas 
every 80 days 


—its pictures are spirited and lively 


—it features national advertising’s best 
models 


—it presents unique and original situations 
to dramatize any selling story 
-it fits into every job 


-high class photography is made available 
at ridiculously low cost 


—every picture “sells” something 


ere’s Why the World’s Biggest 
Advertisers Use EYE*CATCHERS 


—it saves real money—only $5 monthly— 
prints up to 8x10 

—outstanding advertisers and agencies from 
Bombay, India, to Boise, Idaho, from 
Stockholm, Sweden, to Caracas, Venez- 
uela. subscribe to EYF*CATCTIERS. 
It sells itself by mail! IT’S GOT TO 
BE GOOD!!! 

Write now for FREE book of interesting 

proofs . . . no obligations. 


EYE* CATCHERS, Inc. New York 
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Demands Probe of 
School Books by 


the Dies Committee 


AFA Group Sees Plot to 
Instil ‘Alien Philosophies’ 
in Children 


Houston, Tex., Nov. 7.—  Charg- 
ing that subversive propaganda is 
rife in the nation’s schools and that 
one series of social science text- 
books used in intermediate grades 
is particularly menacing, the Tenth 
District, Advertising Federation of 
America, has called on the Dies 
committee to extend its investiga- 
tion of un-American activities into 
this sphere. 

The Tenth District convention, 
which ended here last weekend, 
also adopted a resolution urging 
newspaper wire services to investi- 
gate and publish the reasons and 
implications behind rises in com- 
modity prices. The convention 
elected Charles C. Johnson, Stafford- 
Lowden Company, Fort Worth, as 


| 
| governor, 


| organization, 


succeeding L. L. Swarz- 
kopf, D & M Advertising Company, 
San Antonio, and selected New Or- 
leans for its 1940 convention. 


To Have Own Probe 


Though a galaxy of speaking 
stars held forth during the three- 
day convention, attention was cen- 
tered on the Dies resolution. The 
Tenth District Club Conference will 
conduct a related survey of text- 
book propaganda, as part of a four- 
point program. The objective is to 
provide local groups with informa- 
tion about textbooks which con- 
demn advertising, in order that 
these local members may contact 
their boards of education. The con- 
ference, which will be a permanent 
also expressed ap- 
proval of a policy of positive con- 
sumer education; decided to embark 
on a community public relations 
program to show how advertising 
benefits the public as well as the 
user, and voted to combat legisla- 
tion antagonistic to advertising. 

The Dies resolution said that the 
House committee under the direc- 
tion of the Texas representative has 
been performing a splendid public 
service in exposing numerous sub- 
versive activities designed to under- 
mine the accepted American form 
of society and government, destroy 


the patriotic ideals of the public, | and all members of the Congres- | government. 
and injure the national welfare, and | 


continued: 

“Whereas, it has come to the at- 
tention of the Tenth District that 
numerous textbooks used in the 
public schools of the United States 
contain propaganda advocating col- 
lectivism and other doctrines sub- 
versive to American institutions, 
deriding the ideals and traditions of 
our country, and teaching our chil- 
dren to assimilate alien philosophies 
and to repudiate true American 
patriotism; and that a particular 
series of social science textbooks 
used in the intermediate grades of 
several thousand school systems is 
an especially menacing un-Ameri- 
can influence of this type concealed 
behind cleverly phrased text of 
schoolmasterly appearance; and 


Duties of Educator 


“Whereas, the universally recog- 
nized right of every American citi- 
zen to advocate his views in public 
or in private does not give an edu- 
ecator the privilege surreptitiously 
to indoctrinate school children with 
philosophies antagonistic to those 
held by their parents and by the 
vast majority of American citizens, 
any such teaching ought to be ex- 
posed as an un-American activity; 

“Be it resolved, that Martin Dies 


1840---1940 


Carolina. 


columns. 


NEW YORE: 
441 Lexington Ave. 


One Hundred Years 


eo our January, 1940, issue, we complete 100 years 

of service to the farmers of our territory—Mary- 
land, Delaware, Virginia, West Virginia, North and South 
(The 5th Federal Reserve District. ) 


The Southern Planter alone, among the farm papers, has 
withstood the storms of 100 years and this unique fact will 


be stressed as befits the event. 


In addition to our birthday Number (January), we will 
observe a “Centennial Year” throughout 1940. Each issue 
will carry some part of the progress of agriculture during 
the Century, along with our regular monthly, virile, up-to- 


date Departments. 
Scores of the Nation’s foremost advertisers have indicated 
that they will use our columns regularly during this period 


in order to cash in on this vast reader interest. 


With a circulation of more than 300,000 (ABC), in the 
Nation’s most diversified farming section, an unusual op- 


portunity is offered advertisers through the use of our 


THE SOUTHERN PLANTER 


America’s Oldest Farm Paper 


Established 1840 


RICHMOND, VIRGINIA 333 N. Michigan Ave. 


CHICAGO 


sional committee to investigate un- 
American activities be urgently re- | 
quested to investigate the subtle | 
destructive forces at work in our 
public schools, tearing down our | 
children’s belief in fundamental 
American concepts and ideals, and 
preparing them to support the in-| 
troduction of collectivism as the | 
system of government, industry and 
society in this country; and that the 
committee be asked to note espe- 
cially any particular textbook or 
series of books containing such ma- 
terial and used in school systems; 
and that a copy of this resolution 
be sent to the chairman and each 
member of the Committee to In- 
vestigate un-American Activities, 


and to national headquarters of the | 
Advertising Federation of Amer- 


ica.” 
Rose Draws Line 


Norman S. Rose, advertising 
manager, Christian Science Monitor, 
Boston, and AFA president, re- 
viewed the work of the Federation 
in eliminating objectionable adver- 
tising, and urged continued co- 
operation with better business bu- 
reaus, but asserted that all of this | 
progress will not halt the attacks of | 
those who are concerned with its | 
destruction, regardless of its benefi- 
cence as a social force. 


“Some of the attacks,” he said, 


“are cunningly engineered by advo- | 


cates of a new social order, who 
know that abolition of advertising 
would bring us one big step nearer | 
to the collapse of the democratic 
system of private enterprise. On 
the other hand, some of the attack- 
ers are sincere, intelligent critics 
who wish merely to lift the level 
of advertising.” 


Against the former, Mr. Rose 


urged a vigorous counter-offensive. | 


Kenneth Dameron, of Ohio State 
University, said that the demand of 
consumers for more informative ad- 
vertising does not rule out the em- 
ployment of emotional appeals, but 
rather required more effective use 
of this technique. He took the at- 
titude that there has been too much 
emulation of successful copy, so 
that advertising has lost the indi- 
viduality which was once its most 
striking characteristic, and which 
made a newspaper or magazine a 
veritable pageant of American in- 
dustry. 


Urges More Originality 


The consumer’s new found inter- | 
is an | 


est in advertising, he said, 
opportunity to all advertisers who 


approach the problem with an open | 


mind, and it should result in elim- 
ination of meaningless cliches which 
too often and too long have clut- 
tered up valuable space. In other 
words, he said, the information 
which advertisers should give must 
be genuine. 

Paul Kelley, secretary of the 
American Retail Federation, Wash- 
ington, D. C., asserted that the time 


has arrived for business to recipro- | 


cate the interest —- in it by | 


ee 


He advised his au 
ence to get acquainted with ; 
legislators, and to be Prepared 4, 

| express itself freely. 

__ New directors elected by 4, 
Tenth District include the foljo,. 
ing: 

D. B. Kennedy, Southwestern p.. 
per Company, and T. L. Jaggar 
Jaggars-Chiles-Stovall, Inc., Dallas 
E. C. Whitcomb, Lone Star g, 
Company, Fort Worth; Robert y 
Dundas, Foley Brothers; James » 
Grant, Houston Light & Power 
Company, and Ray L. Powers, the 
Houston Press, all of Houston; Ke. 
bert Kenny, Maison Blanche Cop, 


pany, New Orleans; George y 
Knox, Jr., of the agency of thy 
name, and Lowe Runkle, Ray x 


Glenn Advertising Agency, Ok. 
homa City. 

J. S. Phillips, Phillips Posting 
Company, Thornton Hall, San 4p, 
tonio Express, Roy E. Sivley, gs» 
Antonio Public Service Compay 
and Mr. Swarzkopf, retiring preg. 
dent; Fred C. Beseler, Beseler Aq. 
vertising Company, and Lest, 
Moore, Arkansas Natural Gas Cy. 
poration, Shreveport; William p 
| Egoff, KVOO, and H. Vinton Potte 
Oklahoma Natural Gas Company 
Tulsa; John W. Newbeam, Eas: 
Texas Engraving Company, Tyle 
| Spencer L. Teare, Wichita Falls, ang 
Lowry Martin, Corsicana Daily Sy 


} 


Quiz Program for 


Industrial Marketers 

The Industrial Marketers of Ney 
| Jersey, a chapter of the Nations 
| Industrial Advertisers Association 
will stage a quiz program patterne 


lafter Canada Dry’s “Informatio, 
Please” show, at its next meetiy 
| Nov. 15. 


The following experts will be ip. 
terrogated on various phases of di-§) 
rect mail: Jules Boday, McCann§) 
Erickson; Archie Fay, Nationa 
Process Company; James Brewer 
Brewer -Cantelmo Company; W 
Hunter Snead, Electrical World 
Norman Githens, Githens - Soh 
|Company; Harry Groesbeck, Jr 
|Sterling Engraving Company, ani 
Travers J. Legros, March Studios 
Inc. All are of New York. Thea 
meeting will be held in the eve 
ning at the Newark Athletic Club 


Files $100,000 Suit 
Against Station WORC 


A $100,000 breach of contract sui 
has been filed in Worcester Suv 
perior court against Station WORC 
Worcester, Mass., and its owner, Al 
fred F. Kleindienst, by Frank 6 
Philbin, unsuccessful candidate ft 
Republican mayoral nomination » 
| Worcester. 

Mr. Philbin charged that he pu 
chased radio time for a speech bi 
| that WORC officials deleted certail 
| sections of the broadcast which le 
'to his defeat in primary elections 


Joins Certain-teed 


John M. Huggett has been 4p 
pointed advertising manager © 
| Certain-teed Products Corporatio 
|New York. He was formerly wit 
John H. Dunham Company and ¢ 
vision sales manager of Silverco 
ren, Chicago. 


—=— —— 


NEW STOCK pert, SAAMI 


has ~~ 
4 


@ Just out! Seventy-six pages of 
$10 stock photos. New, fresh mod- 
ern subjects. Top photographic 
quality. Price $5, refunded on first 
order. Sent on 30-day approval. 


Order yours now! 


A. GEORGE MILLER, INC. 


43 East Ohio Street, Chicago 
Phone Delaware 4241 
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=» “PRETTY BOY" JUST ADORES HIS POSY 


(chad TO STEEL-VENT 


FOR A GRAND JOB 


Sih mn osgpe ton 700 to o Quert Every 700... "Un 
< 


an experimental job we imetalled Stork Vent ot 


20,400 Miles ond Ho Sign of OW Burning... “I agree 
with vom that Steel-Vents ate “Tough but Oh So 


10 piles, Thir motor has see fun on an average of Cent oe masts oes that Thad atiment largetten there 

roikes a dlay foe 42 days. thefver toataiting Sieet-\ omits wete suck things as rings in woe moter. In 1997 E inetalied 

we weeds galtinn of of for 700 miles per day, but wow tw Stert-Vents iu aur Deter 6 without reburing of changing 

only o quart of ail every 24 heere of conthmous pestcam. After 20000 wukes 4 cherk ap showed phage chem 
rues, si From 4 Tubes Track Operator wud dry with oo sign of ott burwing,” 


trom @ Car Onener tn Cromston, Wines. 


», Onty .007 Weer im 125,000 Bites. .."\n our White 

bas No. HOS, with 1A thommaundthe taper, we evtathed 

Stoel S cute, “Thee bee einer hae gene 125,000 mites. Upon re. 

ningung, we fownd the walle have shown only 2 thoaseadthe 
afice this servier, We have installed over 100 set of Stock. wear.” Frome Baw Operator ine Chagleten, North Cava 


Neate withoat a single failure, They pet only eomtrol the pis bi 9 
ot bat alee retard cylinder wear. po pe yin _ pea vm 


~ Prem a Car Dealer in Hable, New Mexion HASTE) WIG, CO. + HASTINGS MOOK - TORONTO ARO WremIrEG 


No Perceptibie Weer After 22,000 Miles... Sive! 
Vents were inetalled af 32100) miles in a TC hee - 
coles with a wall taper of 10 thousandth: At 54.000 miles 
the taper was rechecked aad there was ao additumsl wear 


STEEL-VENT PISTON RINGS 
"Tough - but Oh So Gentle 


The familiar tough mugg that has identified Hastings Piston Ring copy during 
the past two years will take a special bow in December magazines, with the 
realization that Hastings has jumped from ninth to third place in its field. 


FEATURE BIRDS IN CRAVAT COPY 


NEW NOTES IN NECK WEAR _ lire ir ol the mont ov bvew 


THE BOB WHITE. beet known and & wed 
teeogniaed for hi+ plointive call which repewt 
his mame for you! The tie ix edapwed frow the 
breast and neck feathers of a male Bobs W hots 


Pea nent 


THE RING-NECKED PHEASANT 


: alien, imported from Great Britain now 
ving. The tie pattern he’s “naturalized” to Aueriva, This design war 
hie plariow (wing) feathers, inepired by his wing and neck feathers. 


men 


This color copy introduces Cheney Brothers new neckwear, patterned after the 
plumage of popular American game birds. (Story on Page 19.) 


HOTO- 


RAPHIC 


A full-size, three-dimensional molded 

leg spells hose allure for Kayser in 

retail store windows. The white wooden 

scroll lends added distinction. Kay Dis- 
plays designed the unit. 


FAMOUS TRIO CONTRIBUTED TO COGNAC COPY 


| HENNESSY 


_ COGNAC BRANDY _, 


= 
Be 


F.. generations the drolleries af Dickens immortal Pickwick Mapers have 


FLASKS 
and | 
- | 

FIFTHS | 


delighted readers everywhere, Bat for exon more gearrations the quality. 
Ieorequet aed “cheats” taste of Hennessy Cognac Brands have won the favour 
of levers of good brawdy. Today throughout Saterios ae it wae in the dave 
of Dickens’ Pickwick Club... Hennessy is the preferred aflerdinner liquear } 
Distilled and twttled at Cognac, France. JAS HENNESSY & ©” Established | 


} 
SOLE t. &. AGENTS: Sehieffelin & Co., SEW YoRK CITY IMPORTRES SINCE ZY $4 peoot) 


In launching a holiday campaign for Hennessy cognac, Schiefflin & Co. pays 
tribute to three famous figures, long deceased, who really made the current 
theme possible. They were Charles Dickens and his two contemporaries, Cruik- 
shank and "Phiz," honored for their illustrative abilities. Lyle Justis created the 
art shown here in the approved Pickwick style. The atmosphere for the current 
illustration was achieved by Artist Justis through extensive research in Dickens 
first editions and other sources in New York and Philadelphia libraries. Geare- 
Marston, Philadelphia, is the agency. 


GLAMOR SEASON FOR AUTOMOTIVE MERCHANDISERS 


Following the official prying off of the 1940 auto season at the New York show, the industry continues its glamor mer- 
chandising in local shows throughout the country. Here's how the showmen dolled up their wares at the record Chicago 
show. A trend particularly noticeable at the Chicago show was the increased proportion of women present. (Story on 


FEATURES TIMELY HUMAN INTEREST APPEAL 


Uti tog 4 simile that is as timely as it is succinct, Servel, Inc., has started distribution of this 24-sheet poster in loce- 
tions throughout the country. Continental Lithograph Corporation produced the poster. 


Page 18.) 


CHICAGO WOMEN CELEBRATE A BIRTHDAY 


Helping celebrate the 22nd anniversary of the Women's Advertising Club of 

Chicago are (left to right): Georgia Rawson, State Teachers Magazines; Helma 

Benson, past president; Ida Pines Emerson, New York Life Insurance Company, 

Lois Donaldson Kobler, charter member; Edna Fitch, National Register Publishing 

Company; Mary Coffey, Guenther-Bradford & Co.; Laura Johnson, Glass 

Coffee Brewer Corporation; Helen Vance, Advertising Service, club president, 
and Lucille Fisk, International Business Machines. 


eee * a? . . by i Soar aes ‘s a ee oss Ws * . Tee my eres ss, Freres aa ee i SA a ee EG oe Ee Ee EE COR eS : ; 
ate, = ae — ae 
, : = 2S | ™ Aide oa . i? 
a aie | al | Ney AP oh , 
Sa ie > J ia W- ae 3 Rpt, , £- iit 
ae <4 S* ‘ ey af i Pe . Sa ee es % .v _ | ae 7 
y ey : Ee tO 4 A Arm — 
ie Z ” : e; is yy ; é ' . ™ 5 Ue - “ °% Soy } ‘j « ts > Me rs 2 | ie eS : 
* . ‘pty ° i « “ef . ete S i, y hehe Sc . or ; 2 Be “Bs Th. ~ Rene i eo 
7 : a ~ 7. J ? ~ a3 is - { Ba gh ‘ 7s eae ona 
: ie * ‘se Yana p j i 3 elo. SE Sf ig at ; Me ey rip” , | ee a 
a \. <4 s RA oi | % one “7 
§ Re . cae an ro F + ea 
a Nc . oe +4 a] = 
. 2 : ee ie i Mat P 4 ; oid 
io a ae ee i ee en ‘se = 
( 3 cl . inf = 
\ a i aio a 4 a ' 4 2 ay 
7 a Rd / “i ; : Ke wt § a 
ies Se er: OE < - ante a 
g | j a s 4. -  » % “ : . 3 ye A , | af 4 : : 
. “si ct ,ie 4 MY J Ef > van ” me j 
: % REALISM DOMINATES 7} Se _ bY | a 
2 2 ee Pas Beis, ; SS) ao + ae 
; ii cade é a : ot \ mt & ce. Fe a By . : oN = ee. 
' NR aie Oe . ea eee | a a  *_ 2 » i Ras Pe - 
a! ee ea \ thatas: i i Pa M j a he _ Ce » Se IP - 7 
D OU SOARGRRREsesrsh © wae a , ial. ta ee. |! f. Tee a) AC 
om - + : 7 ae 1 ® . ' ae *) 4 2 re Won a ~ ia ai 3 
, eS ae ie a - Se - ee \ eS Laie 
i. : fe XG a OS ae ae Pr 8 
i ee eee i Nh . ype, oh E> ae Per ee, 
. a — a pena ns . oe ——_. eat é & 3 oii iy 
HASTINGS | aa Oe On ae as = 
: >HASTINGS» | ae oe i a SD . 
Fa - Pi > 2 Ys € — 4 * we mm % 6 on e is a rs ‘ ‘& Cabs * . M x ae a Pa -_ 
, hee SS lt«ési@z': ” 
- ve Ks ¥ ‘ £ rr A ’ Ba aa 
i Ee: (i i ¥ 
\n-o a ee eae A ; ee a ” ig 
7 -) Bor Seebes Sah Wehbe! The tie om _ P = 
q | fy * G, Eiht pina are e ‘ os oa ° Coie : g - ‘ 
th A MMMOIWOTN FUME SVMS EE a. 
Of. | ee ie 
Jr 
ing . iT > \. oe 
ie ' x °p A ek 2 a 
te JN \ soe ‘ 
——_— j#3 : ee ee ‘= 
> J Big > a. ; Pe Tar 7 SS Ww ‘ i e “ 5 ay 
_- Es > ri Ps a Lge . WS ie 7 — 7. ee 
o a tip Je ys og tes) dal as we ay ; ~~ , aq byt 7 i re 
7 7 i 3 ? < as a ao 5 wm ; j i tt P: as. 2 a 4 a ‘> t : i * it ns | Ss a Ay , ’ ¢ Ps ’ rf - \ ! ie , ae ns et ie 
ute ene OM: Poaa S se alla & Psa ih ie is ‘| Ge r ee es 7 i 5 at 
RC THE FUrFEO GROUSE rably American, this e & Ft & f 5 s y 4 a ] 2 ‘. j ¢ > da q i bs ; Be 4 i afl E ae 
Alt 1 his thundering wings am Sa ; ¥. ‘i ‘ sy t i 2 . 4 a! . : if ier : “ha ny i % 
CH ficht, and his porky “nll” Th i '. ‘ Ee : - Py o : Pa | OF pk cart: : 
— : KS gs a i ‘Se, 4 Ps 4 . & 2 ‘ee 1 / ‘ 
for . ai k feathers Yl oa : Q . . : 0. 5 s 4 “<2 i q | ‘4 eae we 
: 7} . aes pes a5 - —_ | . 7 €«: ae 
wh ae 4 5 | | £ ‘ei 1 ‘ Y *,: £ Ss . =e oe } ee _ 7 
- g* a ts , ‘ H : ake ‘ 4 , ee Na : ee fe wr aera ee peer ay Fi a ae 
s _ ra oS vis ve et Co Oe ae ~ ei . Tae 
a UE: > S Gp = Je 7 f _ a... at sal ‘- a % oe xe 4 ‘tal BQ f/ 4 es , 
- “teatte ein  ghie tee2 wa ~~ Se F Tt. 
ap ~~ ee fee” * Yj gs =e 2 Ae 3 4 Z 23 a => , . ~~ ee i om if ima 2 
‘ - ?< ® i E te " H “sf ry - a “a 
7 ~ el / sf ; ‘ ¥ ‘ ' ail 1 ae a ™“ ‘i ? | | } ‘ . a) italien ; a 7 
On. Peis al " a /* * ae "o rd j f : ss” ‘ thy Mates § ¥ ‘ ; 
ith THE MALLARD DUCK / eT > gy ; Ag ' | > Foe ss Ale oe, of a 
di- en : . mg : ; —.— ———— | ul ad . ek . n = : 
wo ah io Beis b eI a a totic “QE ctr Oe oe Ps 
ald i = al \ ae i ae a 
=— Se A = \ ? — = ’ : ; I ; ies +1 > ls 4 yi 7 
amy Meter feed la _ | e 4 Se. ‘i wie lai me . m 
“CHENEY SS2sc mi ¥ TY eae a AT Se * 
) <s 1y" > banine ¥ 
CMRNEY ormene ‘ et 
_ ee, 

— a 
> . se “= 
. L 1 > aay ii _— a , ee ee 44: J. ae : ” ws _ rr es 

31 4Silent as a-*>~ Y Christmas Candle We = g6 we 
- 4 a ia j ; 4 3 q 4 : 9 4 4 j ‘ ; oo - 7 7 i a. , 
4 s a ———— ee i a Se. es e pe > ~~ vy . ar P es ; én 
ee ee Ss Bes i te a . Ge “3 : Se ib ie a. ee — a 5: ae i. | a . a 
> ¥ _~ . " pe Se EY te: oa oF i —_—. rr se Peo. ._ 2 *) be J = 
y, Bao 8 e sX . ; 7 4 — $F’ € 4 : et f | fe ton . " " : ¥ : f , , é. re ks ai a suai *. br v ; | 1 
; z " o > e * ’ = : t 2 ‘ ica ’ “ al wl A ¥ ; ‘i 
> ; 2 7 : : vie » > ee ‘ A — - el a ‘ ’ . 7 
Pe ms fo. a i /~ iil . 
: ; > “sl = Be ae Ss . oS : . % -_ i “a o% bs 
ve ca n a - + be . a , a Pe *) a 3 : -, 
7 . a + * : i : ‘ 9 } i 7 . vw $ ~ _ y 
7 ~ es e } gt. : - F ” F a : ' ei is ne 
a ; ; an es re > a oY. g * 
if. 2 1 OC bak s 
> ™ ay . e. s ~~ » e ae " AR ; E 
 * Fe r+ . Pa 
e 3 “ B ? : ie a +E : +b-% re ; : . bE . ds - 4 F ‘ . ok ! Li aid ; ae Sy 
= bag : d io a 4 wed i A ( 7 — Ye Sar ? be 
> 3%, * 4 vs PF os i e , 4 ; \j x N a 


tat aera, 


40 ADVERTISING AGE November 13, 1939 


- Gapeuneae ~ 


krom this inborn Mk 


M 
func 
says 
is a 
ager 

oe oe 
o De 
vine 
rabl 
it b 
tom: 
7) e h 7 e h 
as familiar as thirst, as certain as hunger, P 
new 
° ette 
h l d “7 
comes the enormous leverage radio 7 
pole 
e 
adds to a selling message 
AGE 
ing 
sch 
zaa 
not 
ele\ 
People listen together. And people 
a together are more intensely moved than oa 
to 
_ people alone. People laugh more when mu 
| they're together...respond more when | 
: ig . ° asl 
ae they re together...are influenced more Ju 
-/_, . he. 
. when they're together...than when 5s ff 
. they're alone. That’s why people to- : 
Fa Sing ; 
ll gether are sold so much more success- i 9 
-_ By 
ee fully than people alone. an 
asd 
a3 
ae. Here you have one of the deep roots of radio’s suecess; one of the brilliant inks m 
a ; fa 
ts with which radio writes the accomplishments of its clients. People hear the radio : 3 
RS “o _ e ° is 
eo ‘: sales message together... respond to it together...talk about it then and there! 
rm Nowhere else does an advertiser get this simultaneous impact on the family... this 8: 
ne r P - cl 
immediate, stepped-up response to his sales message. Nowhere else does the adver- h 
liser start so many conversations. so many sales, so quickly, so surely, as in radio. 
Because people listen together! 
ta Radio’s unique ability to reach a roomful of people at the same time is but one of a dozen funda- 
r.. mental encouragements radio gives to advertising copy. We'll be glad to submit the others, at your 
convenience. They, far more than the vast size of audience delivered to radio clients, explain the 
a advertising history of the past decade! Write to CBS at 485 Madison Avenue, New York City. 
oo ra 
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Columbia Broadcasting System 


WORLD'S LARGEST RADIO NETWORK 
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